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RINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 








NEW YORK, June 26, 1907. No. 13. 








To the Newspaper or Magazine: 








Mr. No-no-no will advertise if 
you tell him the right thing to say. 





To the Merchant or Manufacturer: 





Saying the right thing sells the 
goods. 





If we can tell the newspaper how to get 
advertising it’s because we have been 
successful in getting some ourselves, by 
showing how to say the right thing— 
and where. 





CONVERSE D. MARSH, 


Chairman Executive Committee, 
THE BATES ADVERTISING COMPANY, 
15 Spruce St., New York City. 











The Explanation is—new methods. 
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JULIUS MATHEWS 
CHICAGO BOSTON NEW YORK 


1613 MARQUETTE Bipc, 2 BEACON STREET 3076 METROPOLITAN LIFE BLDs. 
‘ *Phone 1031 Haymarket 


Special Representative 
New Haven, Ct.,’Register 


MAINE NEWSPAPERS: 


Avcusta JourNAL Bancor COMMERCIAL Batu Times 
PorRTLAND EXPRESS LEwiston SuN RockLanp STAR 
BIppEFoRD JOURNAL WATERVILLE MAIL 


NEW HASISPHIRE NEWSPAPERS: 
MANCHESTER UNION Dover Democrat 


VERMONT NEWSPAPERS: 
MonTPELIER ARGUS RarrE TIMES BENNINGTON BANNER 
St. ALBANS MESSENGER Ruttanp ‘HERALD BurLInGTON FREE Press 


MASSACHUSETTS NEWSPAPERS: 
WorcesTER GAZETTE NorTHAMPTON GAZETTE 


SPRINGFIELD NEws Ho.tyoke TRANSCRIPT 
NEwsuryPportT NEwWs AND HERALD 


Boston, Mass., June 19, 1907. 


Printers’ Ink Puswisuinc Co., 


New York, N. Y.: 
Gentlemen— 


Please renew advertisement of Rut- 
lan, Vt., daily Hera/d one year in ‘‘Roll of 
Honor.” Enclosed is check for one year 
in advance. 

The Herald has by far the largest cir- 
culation of any ruTLaNnp daily and we do 
not know where they could invest this 
amount of money to better advantage than 
in bringing their circulation rating to the 
attention of advertisers through the ‘‘Roll 
of Honor.” 


Very truly yours, 


Jutius Matuews. 
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VoL. LIX. 


THE NEW PARK & TILFORD 
POLICY. 


THIS GROCERY HOUSE BEGINS AD- 
VERTISING IN ITS SIXTY-SEVENTH 
YEAR—COPY IS RESTRAINED, BUT 
REFLECTS PERHAPS THE LARGEST 
TRADE ORGANIZATION OF ITS 
CHARACTER IN THE COUNTRY— 
REACHING OUT FOR BOTH LOCAL 
AND NATIONAL TRADE, WITH 
WHOLESALE IMPORT BUSINESS TO 
BE SERVED TOO—SKETCH OF FRANK 
TILFORD, 








One of the mild sensations in } 


advertising affairs the past few 
months has been the appearance 
of Park. & Tilford among. the re- 


tail advertisers of New York 
City. It is true that this firm's 
announcements occupy barely 


three inches single column, and 
that their’ statements are almost 
entirely general in nature. Put 
they stir the blood, nevertheless, 
: ‘publishing and meredifitile cir- 
cles. 

The sensation lies, of course, in 
the breaking of’a non-advertising 
policy that Has characterized this 
house for more than sixty-five 
years. Not long ago a speaker 
told, at a banquet. how he once 
interviewed Mr. .Park, head of 
Park & Tilford; and asked for the 
business story of the house. Mr, 
Park said. that it could be told 
comprehensively and completely 
in a single word—Reliability, 

So far as paid exploitation 
goes, however, Park & Tilford 
had never, ‘until last year, gone 
even the length of stating that 
they,are reliable. The public has 
been left to find this out, and has 
found it out in the course of 
three generations, for this house 
has to-day a prestige in the gro- 
cery field not a whit less im- 


NEW YORK, June 26, 1907. 






PRINTERS’ INK. 


No. 13. 


pressive than that of Tiffany in 
jewels. And, while its five stores 
are all within the limits of Man-. 
hattan island, it is conceded to 
have the largest retail ‘grocery 
trade in Greater New York, and 
probably in the country. In ad- 
dition to local retail trade, Park 
& Tilford do a mail-order busi- 
ness in supplies that is truly 
national in scope, selling in 
many distant communities more 
fine. groceries than leading 


Park &Tilford 


Are issuing a complete quarter- 
ly Price-List which permits the 
Housewife everywhere, whether 
in City or nearby Country Re- 
sorts, to obtain regularly from 
Park & Tilford, the purest, 
finest food products of the 
world at the lowest prices. 
Copy of this Catalogue immedi- 
ately available if you write either 
of Park & Tilford’s Stores. 


Extended free delivesies by freight and 
express. Mail and Telephone orders 
always recerve careful and prompt 
aitention. 

















local houses. And on top 
of this, the house does a great 
wholesale trade in toilet essen- 
tials, imported cigars, liquors, 
wines, etc. The modest showing 
of perfumes in each of its New 
York stores, for example, repre- 
sents a yearly turnover of several 
millions in certain famous makes 
of French perfumes, which are 
handled exclusively in the United 
States through Park & Tilford. 
The rest goes through the retail 
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trade. No other house imports 
so many Havana cigars from the 
independent factories of Cuba. 
The trade in Romeo and Julietas 
ran above six million cigars last 
year, and more than ten millions 
of a Key West brand were 


handled in the same period. 
Add advertising to a turnover 
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women in the metropolitan dis. 
trict saw it, and wrote or tele. 
phoned for copies the same day. 

Nor was there any excitement 
in masculine circles last year, 
when the house went into the 
confectionery trade, putting out a 
line of sweet goods under its own 
name, and from its own factory, 


——<—<—_<—<—<————————————————— 





FRANK TILFORD. 


and a mercantile name like this, 
and it is quite exciting. 

Probably very few men saw the 
little single-column announcement 
one morning last fall of the first 
issue of a Park & Tilford cata- 
logue. Whether they did or not, 
mattered little. Thousands of 
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But the women were not long in 
discovering these goods, quite 
without advertising, and in a few 
weeks the line was_ established 
with retailers all over New York. 
The recent change in policy is 
due to a change in control. In 
June, 1906, the management of 
(Continued on page 6’. 
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|The Indianapolis Star 


oO the 
Out a 
'S Own 


= 1} GREW INTO A LARGER BUILDING 


At its new price (2 cents) it will produce a paper that will have few 
equals and no superiors. Its phenomenal growth to 100,000 circula- 
tion demanded larger presses and greater facilities of all kinds, These 
have been provided in one of the most complete plants in the United 
States, with a total floor space of 45,000 feet, occupied exclusively by 
THE STAR on June 3. Two new Hoe presses have been installed— H 
one double sextuple with a capacity of 96,000 eight-page papers per 
hour, and one multi-color, which prints 48,000 papers per hour. 











Gained 1,606 Columns of Display 
Advertising in One Year. 





During the five months ending May 31, 1907, THE STAR gained 
1,341.82 Columns of Local Display and 264.18 Columns of Foreign 
Display; Total Display, 1,6¢6 Columns (300-Line Cojumns), It is 
doubtful whether any other paper in the United States can show any- 
thing like this gain for the same period. According to the figures com- 
piled by the Chicago 7yidune, THE STAR’s gain for March was the 
second largest in the United States. 





Gained 999% Columns of Classified Advertising in 1 
Five [onths, Ending [lay 31st. 


Gained 2,605 14 Columns of Display and Classified ! 
Advertising in the Same Five [onths. 





THE STAR’s popularity with the Classified: Advertiser is positive 
evidence of its pulling power. Even considering only six of its seven 
issues per week, THE STAR has carried, since Feb, 1, 1907, from four 
‘to ten columns more classified advertising per week than the six issues 
of its nearest Indiana competitor (both figured in 300-line columns). 





The STAR LEAGUE Gives You More Indiana Circulation 
Than Any Other Ten Indiana Newspapers Combined. 





General Offices of The Star League, 
ig in Indianapolis Star, Muncie Star, Terre Haute Star. 


— Star Building, Indianapolis. 


ished C. E. LAMBERTSON, Eastern Mgr., JOHN GLASS, Western Mgr., 


rork. 1315 Flat Iron Bidg., New York. Boyce Building, Chicago, 
cy 18 
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gramme at present is to make the clerks show a variety of goods. 
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(Continued on page 6. 
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the business was centered in the 
hands of Frank Tilford. All this 
quiet activity is really a reflection 
of Mr. Tilford’s personality. 

The first store bearing the sign- 
board of Park & Tilford was 
opened in 1840, it is said, on the 
southwest corner of Sixth avenue 
and Ninth street—a little old- 
fashioned three-story shop, with 
long gables, flat chimneys and a 
wooden awning-frame. Joseph 
Park and John-M. Tilford, the 
founders, were fellow-clerks in 
the grocery house of Benjamin 
Albro, then the leading merchant 
in that trade in New York. John 
M. Tilford was Frank Tilford’s 
father. The family was notable 
in England before the first Til- 
fords came to this country in the 
eighteenth century, settling near 
Albany. Grandfathers and great- 
grandfathers fought in the Revo- 
lution and War of 1812. 

Frank Tilford was born in 
New York City, and is now fifty- 
four. His activity as a business 
man began as soon as he left 
college, when he entered the 
firm’s store at Sixth avenue and 
Ninth street, and worked his way 
up to a partnership. At twenty- 
one he had charge of a new store 
at Sixth avenue and 38th street. 
At his father’s death in 1890 he 
was elected vice-president. The 
growing business, however, of- 
fered only a partial outlet for his 
energies. At twenty-two he was 
director in a national bank. At 
thirty-seven he organized the 
New Amsterdam National Bank, 
and in his fourth decade the Fifth 
Avenue Trust Company. To-day 
he is vice-president ofthe Lincoln 
Trust Company, which he also 
founded. He has been active in 
real estate, in the Chamber of 
Commerce, in politics and philan- 
thropy, in gas, power, light, 
Cuban tobacco interests, yacht- 
ing, historical and patriotic socie- 
ties, art and music, education, 
hospitals and the Republican 
party organization. That square, 
solid frame needs lots of work, 
and though his lineage is long, 
yet Frank Tilford is, in the best 
sense, a “mixer”. 

What conservative spirit for- 


merly restrained him in the Park 
& Tilford business may only be 
guessed at. But from the day he 
took full control, a year ago, new 
energy was apparent. Most of 
his outside interests have been re- 
linquished, and to-day he is cen- 
tered on broad plans tor extend- 
ing the house’s trade and reputa- 
tion, not only locally, but on a 
national scale. Along with the 
advertising in New York dailies 
have come cards in magazines, 
while the quarterly catalogue is 
laid down on lines that will un- 
doubtedly make it a business peri- 
odical of very ‘wide circulation, 
The possibilities for building a 
great trade upon a firm name of 
such note will be obvious to any- 
one with commercial imagination, 

The new advertising depart- 
ment is in charge of A. Haddock, 
whose training has been of a dual 
character. For years connected 
with the New York grocery house 
of Acker, Merrill & Condit, he 
knows goods and conditions in 
that trade. Before taking up his 
present work, he spent two years 
as an independent advertising 
man, installing promotion depart- 
ments for well-known houses 
in New York and Boston. When 
Mr. Haddock was visited at the 
central offices, Broadway and roth 
street, the other day, he talked 
freely of the new plans. 

“Our. little advertisements in 
the New York dailies appear 
every day,” he explained, “but 
they are distributed in a way that 
shifts them from day to-day in 
the various papers, and with copy 
suited to different classes of 
readers. The evening papers are 
preferred because they go_ into 
the homes and are read by 
women. We also use morning 
papers. Some persons complain 
that our copy is not vigorous. It 
has been part of our plan from 
the first, however, to make it 
somewhat general, and not too 
decided in character at the outset. 
No prices have been published 
except in connection with teas 
and coffees. Statements are con- 
fined to a few sentences about thie 
house, its leading lines, its cata- 
logue and its service. The pro- 
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gramme at present is to make the clerks show a variety of goods. 
name of Park & Tilford familiar But if you ask for a proprietary 
to persons all over the country brand of tea or coffee, you will 
who do not know us, or what we be told that we sell only Park & 
stand for. As the work goes on, Tilford brands in these goods. 
the advertising statements will We control our own blends, and 
probably be amplified and made feature them, and for that reason 
more decided in tone. But there are able to speak more definitely 
is no particular hurry, and while and confidently about them in our 
the magazine publicity has not so announcements. 
far brought any startling access “Now, take Havana cigars. 
of new trade, the house feels that Thus far our announcements in this 
it will in due time lay the foun- line have been general statements 
dations for a broader national about the standing of the house 
business, as importers, with references to 
“To understand what we hope a few leading brand names. It is 
to accomplish, it is necessary to the same with French perfumes 
know something of our present and_ toilet requisites. | When 
trade organization. Why, for brands are mentioned we put 
instance, do we advertise teasand more emphasis upon the manufac- 
coffees by definite prices, and turers’ names and_ reputations, 
make only general statements perhaps, than upon the fact that 
about other lines? we sell these goods. Our cata- 
“Well, in the first place, the logue contains full descriptions, 
house has been for many years a but we are not seeking to attract 
direct importer of a large pro- all the trade in those lines to our 
portion of all the finest Mocha WN stores. If a woman reads 
and Java coffee sold in thiscoun- @20ut any one of twenty foreign 
try, and also of the best South products in this class, and pur- 
American coffees. The same Chases from her local dealer, the 


statement holds good in teas, with goods go through Park & Til- 
a little more emphasis, for we ford as exclusive importers. The 
are the largest importers of fine S4me holds good of many Ha- 
teas of any house in America. Vana cigars. It holds good, too, 
Furthermore, our blends are im our confectionery, which is sold 
never sophisticated with cheap Very widely by druggists and 
grades, and we have for years other retailers. Our trade in 
sold high-grade teas and coffees these lines aggregates many mil- 
at prices several cents lower per lions yearly, and as the largest 
pound than any other retail house Proportion goes out through 
in the city. Tea and coffee are other retailers, we are more than 
staples by which the public judges satisfied if the advertising sends 
a grocery house, and Park & Til- trade to them. These trade con- 
ford have always made them ditions have their bearing on the 
trade magnets. These staples, advertising policy, and demon- 
too, are almost the only ones that Strate the breadth and complexity 
we absolutely control in_ price, of our problem. 

quality, blend and brand. If you. “It would be possible, no doubt, 
step into one of our stores and for Park & Tilford to make very 
ask for a leading brand of canned positive statements about prices. 
goods, liquors, cigars, tobacco, We state that the best brands of 
flour or household supplies, our the best makers in all lines are 
clerks will hand it out without sold in our stores at the lowest 
comment, provided it is in stock. prices, and while this is a state- 
We handle the best brands of the ment quite frequently made by 
best makers in everything except many other houses, we know that 
teas and coffees, and never de- actual price comparisons could be 
scend to substitution where a made in a way that would be al- 
brand is called for. If the cus- together to our advantage. There 
tomer simply asks for a certain is no doubt but many persons as- 
staple, naming no brand, then sociate our name with high prices, 
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whereas the opposite applies to 
every line we handle. But our 
catalogue and our prices demon- 
strate this truth, and we there- 
fore touch upon it only in a gen- 
eral way in advertising. It would 
be possible to speak at greater 
length about our metropolitan de- 
livery organization, which covers 
Manhattan, the Bronx, .Brooklyn 
and a large section of Long 
Island, a large portion of New 
Jersey's suburbs, and _ Staten 
Island. Our men call for orders 
all over Manhattan early every 
morning, while drivers on other 
routes take orders when deliver- 
ing. In the immediate neighbor- 
hood of each store the deliveries 
are frequent, and on the longest 
routes we reach the last point at 
a reasonable hour in the evening. 
We take pride in accuracy of 
handling orders by mail, ’phone 
or over the counter, in deliveries, 
and in billing. But this organ- 
ization is its own best advertise- 
ment. 

“Material for advertising of a 
more radical character is not 
lacking. At present, however, the 
policy is to gradually add, to a 
business of great magnitude and 
solidity, an advertising propagan- 
da that will express it fitly and 
extend it along the broadest and 
most natural lines.” 


+> 
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NEW KIND OF “SPECIAL 
AGENT.” 





The wealthy American visitor to 
London has long been regarded as the 
legitimate prey of the British trades- 
man, but Americans have never been 
so pestered with letters and impor- 
tunities as during the present season. 

A new terror has arisen in the form 
of “the special agent,” who in reality 
is merely a trade tout. In pursuit of 
his quarry the special agent, who is 
always weil dressed and well mannered. 
presents his private card at the hotel* 
office and asks for some American by 
name. 

If asked his business he requests that 
his private card be taken to his victim, 
who usually, out of good nature or 
thinking his visitor is a forgotten ac- 
quaintance, consents to see him. There- 
upon the special agent reveals surpris- 
ing knowledge of the victim’s career, 
gathered from handbooks and newspa- 
pers, but eventually he unmasks him- 
self as the representative of an auto- 
mobile firm, art dealer, tailor, or some 
other kind of tradesman.—London 
Correspondence, New York Sun. 


AN AD Boy Ae tg OATHS 


Trouble with a bios Over the 
demonstration of a razor-strop Prepara- 
tion which Frank ‘A. Epstein had in his 
drug store window in Court street, last 
week, caused him to be fined $105 in 
the Municipal Court this morning. 
While the window exhibition lasted the 
sidewalk in front was so crowded that 
at times pedestrians were obliged to 
walk in the street. ‘The crossing police. 
man objected and told the crowd to 
move on, whereupon Mr. Epstein js 
said to have voiced his belief that the 
spectators had a right to remain and 
watch the show, and he used language 
towards the..officer which neither pro- 
priety nor the law permits. The police. 
man consequently took Mr, Epstein in 
charge, san this morning he was tried 
in the Municipal ‘Court on a charge of 
maintaining a Nuisance and of using 
profanity. On the first complaint he 
was fined $100 and a charge of $5 more 
was imposed for the oaths used. He 
appealed.—Boston Transcript. 











PAGE AFTER PAGE 
GET-RICH-QUICK 


Advertising is refused pub- 
lication in THE CHICAGO 
RECORD-HERALD which is 
printed by some of its con- 
temporaries. 


Did you ever hear of a Poet. 
rich-quick” scheme which 
paid an honest dividend? 


May, 1907, Circulation 


Daily average - - 151,175 
Sunday average - 216,550 


THE CHICAGO 
RECORD-HERALD 











Lincoln Freie Presse 


GERMAN WEERLY, 
LINCOLN, NEB. 


Has the largest circulation of any news 
paper printed ~ bend German language © 


Circulation 149,281 











RATE 3% CENTS. 
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OUTDOOR ADVERTISING. 


iTS WONDERFUL GROWTH, TOLD BY 
AN INSIDER, 








Outdoor advertising is distinct- 
ly divided into two parts: bill- 
posting and painted signs. 

BILLPOSTING. 


Billposting, is a trade name for 
printed signs in units of one, 
three, four, eight, twelve, sixteen, 
twenty, twenty-four sheets, etc., 
which, when assembled and on a 
board make one large complete 
sign. A twenty-four foot stand 
when posted is nine and one-half 
feet high and twenty feet long, 
covering an approximate area of 
200 square feet. 

Billposting in America is con- 
trolled by an association known 
as the Associated Billposters and 
Distributors of America, made up 
of thousands of individual plant 
owners, amalgamated under one 
set of standard rules, formed and 
maintained for the express pur- 
pose of protecting the general ad- 
vertisers from the unscrupulous 
“snipes” (a trade name for a man 
who posts paper by stealth at 
night, on locations belonging to 
other people or any place he can, 
without being caught, and who 
necessarily cuts a legitimate price 
for good service on leased and 
protected locations) ; and also to 
improve the plants of its mem- 
bers. Prices for posting on the 
plants of individual plant owners 
are regulated, and advanced, by 
an expert committee of the asso- 
ciation, who pass upon the rela- 
tive value of the locations and 
improvement of operative plant. 

The National Association has 
been termed a Trust by some 
billposters defeated for member- 
ship. It is a Trust only so far as 
it guarantees the advertiser what 
he pays for; a faithful fulfillment 
of all obligations by both custom- 
ers and billposters, and its abso- 
lute refusal to give service to the 
advertiser who endeavors by his 
patronage, with concerns of no 
principle or standing, to lessen 
the quality and service now main- 
tained solely for the benefit of the 
advertiser. Fortunately, for the 


commercialism of this enormous 
branch of advertising, the offend- 
er, above mentioned, is usually a 
new man in the “game,” who is 
going to revolutionize the old 
staid business principle of hon- 
esty, fair consideration and ser- 
vice at a fair price, and alone and 
single-handed is going to undo 
the fruits of a decade of honest 
interest and business application. 
COST OF BILLPOSTING. 

The rates for billposting are 
figured so much per sheet per 
month, whether it be one sheet 
or a million, and the rate is based 
on the service given; for instance, 
the rate in New York City is 
sixteen cents per sheet for four 
weeks, and the rate in Pocomoke, 
Md., is five cents per sheet per 
month. <A fair average of the 
cost of posting both large cities 
and small towns is two and one- 
half cents per sheet per week, 
about ten cents per month. Thus 
it will be seen that a twenty-four 
sheet stand, covering 200 square 
feet of display, can be posted 
generally for an average of $2.40 
per month, cost of paper not in- 
cluded. This cost is one to three 
cents a sheet. 

No discount is given for quan- 
tity. A five per cent discount is 
allowed for a continuous three 
months’ order and ten per cent 


for a continuous six months’ 
order. The customer furnishes 
enough extra paper to renew 


stands destroyed or defaced by 
the elements, the billposters main- 
taining and posting such paper 
free of all charge to the customer. 
Billposting is especially applic- 
able and adaptable to short term, 
seasonable showings. Orders are 
accepted for one day (one week’s 
charge) to six months or longer 
if required. An auction of real 
estate, or a special sale of house- 
furnishings on a given date, can 
be advertised as long before the 
date as required, and finish with 
the day of the sale. Mince meat 
can be advertised Christmas 
week only, through the holidays 
or for three months if desired. 
Billposting offers to the adver- 
tiser the opportunity of present- 
ing artistically, forcefully, boldly, 
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and without cost to the buyer, the 

product to be sold, at any season 

desired, for any length of period, 

and in any part of a city, county, 

State, district or country, 
PAINTED SIGNS. 

Large painted displays on city 
bulletins, especially built for that 
purpose, on walls in city, and 
barns in the country, along rail- 
roads, to show to the traveling 
public, comprise that part of out- 
door advertising termed “paint.” 
Each has its individual merit and 
advantage. To show the enorm- 
ity to which this form of adver- 
tising has grown, I can best ex- 
plain by the following: 

A conservative estimate, based 
on reports, now puts the number 
of lineal feet of city, town and 
railroad signboards and _ bulletins 
averaging ten feet high, now 
standing in the United States at 
something over 5,100,000 feet, or 
about 1,000 miles of solid fence 
ten feet high, and this is not fig- 
uring at all the hundreds of miles 
of ten feet high boards used ex- 
clusively for billposting, conserv- 
atively estimated at 3,200,000 
lineal feet. The original building 
cost of this enormous plant was 
in excess of $1.25 per lineal foot, 
or a total of $10.375,000, the year- 
ly rental averages at least sixty 
cents per foot,—about $5,000,000 
a year for rent alone. The main- 
tenance charge is problematical, 
depending entirely upon the num- 
ber of times per year the signs 
are painted. 

Some firms spend fortunes 
yearly on outdoor advertising, 
viz.: The American Tobacco Co., 
have 15,000 railroad signs, post 
two million sheets of paper year- 
ly, and expend another $300,000 
for walls and painted city bulle- 
tins, 

The Sen-Sen Co. have under 
contract some 2,700 railroad bul- 


letins, and think nothing of an 
occasional $50,000 __ billposting 
order. 


“Blue Label” products are per- 
severing users of both “paint and 
paste.” 

Sapolio can be seen in every 
portion of the land at every sea- 
son, 
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In fact outdoor advertising 
needs no other recommendation 
than ‘that ninety-six per cent of 
the largest and most successful 
business houses of this country 
are users of its prolific advan- 
tages. 

COST. OF PAINTED SIGNS. 

City bulletins. averaging ten feet 
high, twenty feet long, 200 square 
feet, are sold all over the country 
at a general average of thirty 
cents per lineal foot per month, 
minimum six months’ contract, 
this makes the average cost per 
sign per month $6. Special loca- 
tions and sizes are sold at special 
prices, running up as high ais 
$1,000 per month per sign, illum- 
inated, for certain points in New 
York City. 

All electric signs are sold at a 
maintenance, cost of rent, plus the 
profit basis, and vary with the 
size, location, and number of 
lights used. 

Railroad bulletins averaging ten 
feet high and forty-eight feet long 
are sold on the basis of $§ per 
month each, minimum one year 
contract; on a three years’ con- 
tract, special forty per cent reduc- 
on the second and third years. 
SOME MUNICIPAL AND OTHER RIP- 

PLES IN THE GREAT TIDE OF 


ADVANCEMENT, 
The stupendous and_ sudden 
growth of outdoor advertising, 


coupled with the enormity of the 
problem of building and maintain- 


ing a plant capable of taking 
proper care of the volume of 
business, has naturally. involved 


some questions of building laws, 
offended some aesthetic tastes, 
and caused ruffled feelings in the 
camps of competitors. Hastily 
enacted laws by councils, etc., 
thoroughly incognizant of the real 
wants and faults, have only re- 
sulted in unconstitutional and 
biased defeats for their efforts. 
Editorial departments have pub- 
lished incoherent and unprincipled 
articles, in the interest of Munici- 
pal Art, at the same time that 
their circulation departments were 
using billposting, and painted 
railroad signs successfully to in- 
crease their circulation, and ne-. 
cessarily their advertising and the 
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income to the managerial depart- 
ment. While playing double face, 
it has increased the circulation 
and advertising at no cost except 
its principle, but I warn every 
newspape: to “keep off the grass,” 
every attack is a boost to outdoor 
advertising, ask the New York 
Herald, Mail, Commercial, Globe, 
American, World, Boston Herald, 
Philadelphia Record, North Amer- 
ican, and a thousand others;. they 
are all regular users of out-door 
publicity. In one instance, direct- 
ly under my notice, the snipes re- 
ferred to above were utilized on 
leased locations in the New York 
district, and yet they claim the 
results from the poorest form of 
outdoor advertising were more 
than satisfactory. What would 
the results from its best and most 
prolific torm have been? 
IMPROVEMENT. 


The directors, in fact the entire 
fraternity controlling outdoor ad- 
vertising, have always been and 
are always ready to do anything 
consistent and _ business-like to 
the best interest of the communi- 
ty at large, to improve the tone. 
development, and presentation of 
outdoor advertising when safe 
and sane considerations of the 
problem of the masses are con- 
sidered at the same time. When 
elevated structures, with their 
dripping grease and smut, are 
made artistic; when the general 
tone of commercialism is artistic; 
when art is taught at the black- 
smith’s shop; art at the livery 
stable; art everywhere, and the 
newspaper prints art in_ its 
“funny” page, instead of the dis- 
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torted and mind-disrupting color 
smuts of man and animal that are 
offered children, then every effort 
of the hundreds of thousands of 
those interested in outdoor ad- 
vertising will do its utmost to 
improve the general presentation 
of billboard advertising. Until 
that time we shall continue to 
proceed under the laws of the 
constitution of the United States, 
framed by men who thought not 
only of to-day’s selfish gain, but 
of to-morrow’s general welfare, 
ever ready and ever willing to 
exploit the wares of the world to 
the markets of the world in an 
honest, upright, straightforward 
manner, even against the will of 
the few for the benefit of the 
many, to cover from view the ash 
heap, or the swamp pit, and to 
offer in its stead artistic, yet, 
bold announcements of good 
things to eat, good things to wear, 
and good things to buy. 

The billboard and the painted 
bulletins are things to be regulat- 
ed, by legitimate and constitu- 
tional considerations and actions, 
not to be prohibited or confiscat- 
ed, or their value destroyed, or 
lessened by  misrepresentation, 
partiality, or individual desire. 

Lee HERVEY. 


——_+o+__—_ 
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It is a waste of breath to talk while 
you are running a foot race; it’s more 
than a waste of breath to talk to a 
man when he is opening. mail—it’s a 
waste of two men’s time.—E-wxchange. 

pe RS 

Don’t get chesty when Fortune 
smiles, for soon her daughter, Miss 
Fortune, may give you the horse laugh. 
—Exchange. 











as usual, published more advertising 


lutely first in its field. 
and the largest in the State of Iowa. 


will get it for you. 
Eastern Offices—O’MARA & ORMSBEE 





Che Des Moines Capital 


issues than any competitor in thirty issues. The CAPITAL is abso- 
It has the largest circulation in Des Moines 


you're after business in this great commonwealth the CAPITAL 
It gives the biggest service at the lowest cost. 


LAFAYETTE YOUNG, Publisher. 


of all kinds in April in twenty-six 


It is a State newspaper and if 
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jes: 4 FEW REMARKS. 


Do the men who make cork- 
screws take it for granted that their 
goods do not need advertising? 
In the course of a long study of 
advertisements as I find them, I 
can truly say I have never seen 
this little article of daily necessity 
given any least attention. Being 
sO necessary in every house, and 
every house uses some sort of 
bottled goods, perhaps the makers 
and vendors of cork-screws may 
think it quite superfluous to say a 
word about them. They may sup- 
pose that people who sell drinks 
and other bottled goods will ad- 
vertise cork-screws in their cuts. 
But, they don’t. There are cuts 
illustrating the convenience of a 
chafing dish for an after theater 
rarebit, but the young man in 
evening dress who is opening the 
ale bottle shows in his hands and 
in the tense expression of his 
face, that the cork-screw he is 
using is of the old gimlet variety, 
and he must draw the cork by 
main strength. 

Some whiskies are advertised 
by the picture of a bottle and a 
pair of hands on a back-ground 
of black, and the hands are rep- 
resented holding on grimly to the 
bottle and the old style, hard- 
labor cork-screw. 

It makes one’s fingers ache and 
the wrist stretch to cracking only 
to look at these pictures, remind- 
ers, as they are, of days long gone 
when these little encouragers of 
profanity were all we had for the 
removal of corks, no matter how 
much we wished for the vinegar 
for the salad dressing, nor how 
frantic we might be for the cat- 
sup for the baked beans. 

Now, when we _ have _ those 
beautiful, bright, easily managed 
cork-lifters (that’s just what they 
do) why not make an attractive 
picture of a stylish girl opening 
a bottle while she flirts with 
every man in sight? It would be 
up with the times. But, no doubt 
the vendor of drinks, and chafing 


dishes considers it up to the 
cork-screw man to advertise his 
own goods. 


That the cork-screw is such a 
common necessity is no reason 
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for not letting people know that 
there have been improvements in 
its architecture. Thousands of 
things are the commonest kind of 
common necessities, but, _ still 
newspapers, magazines, car cards 
and even billboards are employed 
in advertising them. 
* * * 


What article of universal use is 
more advertised than shoes? and 
this may be ‘said for the makers 
of shoes: they most usually have 
fairly good names. But speaking 
of names: who would ever want 
to smoke, or even to ask for a 
“lobster cigar?” What woman, 
with any idea of expeditious work, 
would, when preparing for laun- 
dry work or house cleaning, care 
to invest in a box, or even a bar 
of ‘“Tak-a-nap” soap? “Torpedo 
Rye” is too suggestive to be in 
the least attractive to the mind of 
the most inveterate toper. 


“Ezy-bed” seems a. fairly 
good name for a mattress, but, 
generally these names have a 


cheap-John sound. They lack the 
dignity and self-respect contained 
in a plain statement of the qual- 
ity of the goods, the name of the 
manufacturer, and the street and 
number of his salesrooms, _ Ever 
since the advent of Uneeda Bis- 
cuits there have been attempts at 
making names that would be apt, 
descriptive, and advisory. Of 
course imitation is very honest 
flattery, but, while these imita- 
tions in advertising may not in- 
fringe upon a copy-righted name 
or trademark, still they- are so 
palpably imitations that they give 
the idea of weakness and lack of 
ideas in the imitator. There seems 
to ‘be a fascination in it. It is 
like a woman I once met at the 
seashore who had but one descrip- 
tive word for anything she found 
not to her taste. The breakfasts 
were “outrageous,” the woman 
who wore a décolleté gown was 
“outrageous,” the smoke of the 
burning forest in the mountains 
where she had been was “out- 


rageous.” It was a good big 
word. These imitators do not 
take into consideration the vast 


amount of advertising that was 
done in starting the Uneeda, nor 
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how the company keeps on ad- 
vertising. 
* * * 

Another form of advertising 
that seems very hard to let go 
into the timbo of out-of-date 
methods, is the pretended confi- 
dential letter referring to some 
happening known only to the 
writer and the receiver of the 
letter. This method was com- 
paratively new twenty years ago, 
when it was used to advertise a 
white pine statue of Marguerite 
and Mephistopheles. Next the 
pushers of a cheap novel, publish- 


ed here in New York, sent out 
postal cards advising ‘Dear 
Mary” to be sure and read the 
story. Now the vendors of a 
certain brand of leaf lard are 
sending letters to ‘Dear Flor- 
ence,” advising her how to make 


tea biscuit, etc. 

No doubt advertisers consider 
this method a personal appeal. So 
it is, but the appeal is addressed 
to so very many persons who will 
not for any consideration read 
what they know to be an adver- 
tisement, and who take it as a 
most serious offense if any at- 
tempt at publicity comes to them 
through the mail. 

* * * 


But some business people seem 
to “go it blind,” and it is this hit- 
or-miss method that leads other- 
wise fairly wide-awake business 
men to conclude that advertising 
generally is a delusion and a 
snare, 

Marcret Hotmes BATEs. 
—_+»>—_—___—_ 


WHEN THE PAPERS STOPPED. 


In this morning’s paper I was at- 
tracted by a. heading, “No papers—No 
Business.” It referred to the suspen- 
sion of all daily papers in Butte and 


Anaconda, Montana, because of a 
strike in the printing trades. “The 
business of merchants has dropped 


from twenty-five to fifty per cent,” the 
article goes on to say; “some of the 
large department stores which carried 
page advertisements in the papers claim 
their business has fallen off sixty per 
cent; and some other lines of business, 
like Prcces Hy jewelers, etc., have almost 
entirely been wiped out.’ 

You see, advertising has a news 
value. The situation in Butte proves 
the point. The article might well have 
been headed “No Advertising—No 
Business."—4A. W. Shaw, in System. 


Success Magazi..e 
A Periodical of American Life 
New York 


GAINS THAT TELL A 
STORY 


TPE first six months of 1907 has been in many 
respects the most remarkable period in = 

ten years’ history of SUCCESS MAGAZINE,- 

the wider a of our editorial poiic 7. 

in the substantial growth of the magazine’s vir- 

culation, and in the net gain of advertising 

earnings. 


Net advertising earnings July 


ee €20,872.55 
Net advertising. earnings July 
namber, 1906...............6 7,459.46 


GAIN, OVER 194% 


Net aeriing oa earnings first 
seven mont. $172,574.25 7 V4 
Net advertisin: 4... AT ‘first 
seven months 1 167,581.09 
GAIN, OVER 3¢ 


HESE gains are the more gratifying to u 
cause we bare during this period, de 
clined over $15,000 of speculative and 5.her 
advertisements formerly carried. The xains 
have been made while the paces of elim- 
ination has been going on 


Thc. (Cons 


Advertising Director 








PROGRESS OF THE MILLENNIUM 
IN MASSACHUSETTS. 


Governor ‘Guild, of Massachusetts, in 
his annual message to the Legislature, 
suggested legislation against the at- 
tempted sale through misleading adver- 
tising of properties which, in some 
cases, are known to be worthless by 
the promoters, and which in some 
cases do not exist at all. ° 

A bill was introduced in the Massa- 
chusetts Legislature last year providing 
that whenever articles are printed pur- 
porting to be news matter or editorials, 
for which the proprietor, publisher, or 
any one representing him, receives 
money payment, in a newspaper, the 
word “advertisement”? shall be printed 
in a conspicuous manner at the end of 
such articles. A maximum fine of 
$1,000 was imposed for a violation of 
the act, which, however, failed to be- 
come a law. 

Frank S. Chick, vice-president of the 
John H. Pray & Sons’ Company, advo- 
cated the Governor’s recommendations. 

“Misleading advertising, boiled down, 
is illumimated lying,’”’ said Mr. Chick. 
“It is born of the get-rich-quick spirit; 
it is in line with the reasons that con- 
tributed to our present occupation of 
business house cleaning. And, mark 
you, without misleading advertising it 
will be well-nigh impossible for the 
charlatan, whether barefaced or masked, 
to market on ignorance his over- -valued 
or adulterated wares. Imperfect goods 
should be so advertised, and if adver- 
tised, offered and_ sold "only as such,” 
—Editor and Publisher. 
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THE MEDICAL IDEA IN AD- 
VERTISING. 





If it be true that the way to a 
man’s heart is through his stom- 
ach, it is equally true that the 
way to, in and through, a man’s 
pocket-book is through his body. 
the word man being used in a 
generic sense, and the word body 
being used to signify any part of 
the man or woman which can feel 
or appreciate pain or discomfort, 
whether that part be flesh, mind 
or spirit. 

People seem most easily in- 
fluenced by things which they 
least understand. It is probable 
that this is the reason medical 
arguments, sound or unsound, 
seem to be tremendously con- 
vincing to the majority, and men 
are easily moved to put their 
money into that which promises 
increased health and _ comfort. 
The great success of the cereal 
coffees is proof of this psycholog- 
ical fact. It may be that many 
people do suffer from digestive 
and nervous disorders. Whether 
this, in any specific case, is due to 
the coffee itself, or to improper 
preparation in the kitchen, is im- 
possible to say without a careful 
medical examination, but the fact 
nevertheless remains that in many 
such cases abstinence from coffee 
means the disappearance of the 
disorder. If in cases of cure fol- 
lowing abstinence from coffee any 
one of the cereal coffees had been 
begun, coincident with the giving 
up of coffee, the gratified user 
would no doubt have been ready 
to make oath to the fact that the 
cereal had cured his nervousness 
or his indigestion. There is one 
thing to be said in favor of the 
coffee substitutes, however, and 
. that is that, in most cases, men 
would not give up the coffee 
without something of like taste 
to provide the hot drink to which 
they had been accustomed. For 
this reason, if for no other, the 
cereal coffees deserve praise. It 


is only fair to the advertisers of 
some, and perhaps all, of the food 
coffees to state that in the main 
arguments 
In many cases 


have not been 


the 


their 
dishonest, 
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statement has been plainly made 
that the benefit derived was from 
the fact that the coffee substitute 
enabled the user to leave off a 


beverage which was, to him, in- 
jurious, 
The element of honesty to 


which I have just referred does 
not always appear to be_ highly 
treasured by the medical  ad- 
writer, at least if he treasures it 
he does it so jealously as not to 
let it out in public. It often seems 
fairly difficult for the writer of 
what may, perhaps, better be 
called near-medical literature to 
keep from faking it to some ex- 
tent, greater or less, according to 
the needs of the occasion. A fair 
illustration of this may be found 
in the street-car ads of Quaker 


Oats, in which the reader is led 
to imply that Quaker Oats is a 
great brain producer. In all 


probability the man who conjured 
up this thought either does not 
himself partake of Quaker Oats 
in large quantities or the remedy 
for some reason of idiosyncrasy 
has not “taken” in his case. 
Nevertheless many people, doubt- 
less, while eating Quaker Oats 
now feel their .heads swelling 
gradually, for without question a 
certain element in every com- 
munity is easily influenced by 
mystery. In fact, it is probably 
true that we are, every one of us, 
even ad critics, fooled at some 
time or another; it may be that 
in the case of adwriters they 
actually fool themselves. He must 
be level-headed who in- escaping 
from Charybdis does not come to 
grief on Scylla. Fleeing from the 
devil, we are fortunate if the deep 
blue sea does not engulf us. 

If it is necessary for us to be 
tricked into doing right it is good 
to be tricked, I suppose, and we 
cannot help having a sort of 
sneaking admiration for the man 
who has been skillful enough to 
trick us. We can forgive the ad 
man who leads us to use 
“Postum,” if by doing so he. sets 
us free from a cook who is ruin- 
ing our digestion and our dispo- 
sition by improperly made coffee. 
We can put up with an excess of 
brain if, by using Quaker Oats, 
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our children are led to like this 
excellent oat food. 

The health advertising of Egg- 
O-See is a type of advertising 
that is about as free from the 
fake spirit as any published. The 
“back-to-nature”  street-car ads 
have much of the same spirit as 
that evidenced in the medical 
journal advertising of the same 
company. It is true that the 
claim is made that Egg-O-See is 
the best form of the whole wheat. 
If this means that Egg-O-See is 
better than all other whole-wheat 
products, the claim is a natural 
one. It may, however, simply 
mean that Egg-O-See is a typeof 
the best form of exhibiting the 
whole wheat. If so the medical 
journal advertising of this com- 
pany is high class and dignified 
in the extreme, as indeed it 
should be. 

The medical idea has been in- 
jected into and has a proper place 
in underwear and hosiery ads, the 
most notable example being, per- 
haps, the Dr. Deimel linen-mesh 
underwear. It is a wonder that 
we do not see more medical: talk 
in support of underwear sales. 
There is a chance to appeal to the 
regard for the mysterious by. the 
public on this topic. It can be 
done in an absolutely honest way, 
and excellent arguments can be 
based upon the effect on the body 
of underwear of certain materials 
and construction, and worn in 
certain special ways, The same is 
true in the case of hosiery, par- 
ticularly for women. Such copy 
should be written by one who is 
possessed of a good understand- 
ing of physiological laws. A phy- 
sician with the ad copy-writing 
instinct could do good work along 
this line and is really the only 
one properly equipped to do such 
work, 

Shoes lend themselves - splen- 
didly to the medical or physiolog- 
ical argument. This might be 
based on foot anatomy, taking up 
not only the bony structure of the 
foot, but the blood supply, the 
innervation (nerve supply), mus- 
cles and. tendons. The general 
influence of chronic discomfort on 
the nervous system, as illustrated 


by the constant nagging of the 
nerves produced by ill-fitting or 
improperly constructed. _ shoes, 
can be made the basis of excel- 
lent and sound physiological 
argument. 

Public confidence is the “goose 
that lays the golden egg.” Every 
adwriter that prints a statement 
that is faky is abusing public con- 
fidence and killing the goose. He, 
in time, harms his own proposi- 
tion; but, what is worse, he 
harms the proposition of every- 
body else and makes it more and 
more difficult for the honest man 
to build a business. It may be 
true that the honest’ man may 
succeed in building a_ business, 
and people bitten by others may 
come to him and remain with 
him more loyally, because of hav- 
ing been deceived by his competi- 
tors, but many an honest-:man 
may fail because of the liar who 
has gone before. For the very 
reason that things medical are to 
a great extent mysterious things 
to the majority of people, those 
who are skilled in dealing with 
such things ought to be the more 
careful to speak the truth and 
the truth only in medical adver- 
tising. .In this direction only lies 
permanent and_ honorable suc- 








cess, E. S. BARKER, 
——+ 0» —__—_ 
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vm Roll of Honor 


No amount of money cau buy a place in this list for a paper not having the 
requisite qualification. 
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These are generally regarded the rca, who believe that an advertiser has a right 


to know what he pays his hard cash for. 





The full meaning of the Star Guarantee is set forth in Rowell’s American 


Newspaper Directory in the catalo; 


e description of each publication possessing 


it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


anaes. 


Birmingham. Ledger, Average for 1906, 
22,419. Best advertising > in Alabama, 


Montgomery. Journal, dy. Aver. 1906,9,844. 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Republican. F ann aver. 1906,6.478. 
Sanard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Kvening (except Sat. pone 
Sunday morning. Daily averaye 1906, 4,288 


CALIFORNIA. 

@akland, Herald. Arerage 1906, 
19,662; Avr. 1907,27.685. Only Cali- 
Sornia daily circulation guaranteed by 
Rowell’s Directory. 





n Fr i = ‘Sunset My , ine, monthly; 
literar: 3 192 to pages, 5x verage cir 
tion pi Aa months ending July, 1907, 91,428. 
Home Offices, Flood Build'::g. 


COLORADO. 


Denver. Fost. Like a blanket it covers the 
Rocky Mountain pegien. Circulation—Daily 
60.9 909, Sunday 86,72 
tw The absolute correctness of the latest 

circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
oer Rowell’s American Nows- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. 06, 
11,268, 


Bridgeport. Morning Telegram, daily. 
Wiss jor May.1907, sworn 10.798. 








You can cover Bridge port by using 
Telegram only. late, ‘ire. per line, flat. 


Meriden. Journal, evening. Actual arerage 
Sor 1906, 7.5380. First four months 1907, 7.734. 
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New Haven, Palladium. dy, Aver. 1905, 8,636; 
1906,9,549. EH. Katz, Special Agent, N.Y.’ 


New Haven. Union. Average /906.16,481. 
First 3 mos., ’07, 16.582. E. Sebih ale Sp. Agt., N.Y, 


New London, Day, ev'g. rt: Aver, 1906, 6.104; 
aver. for May, 6. 546. E. Kai atz., Sp. Agent, N. ¥. 


Norwalk. Evening Hour. | Hour.. Daily averaye guar- 
anteed to exceed FBS. Sworn circulation 
statement furn 


Nerwieh. Bulletin, morning. ——— Sor 
1905, 5,920; 1906, 6,559; Apr., 1907, 7,02 

Waterbury. ag ye Aver. for 1905, 
5.643; 1906, 5.95 Coste & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1906, 85.877 (@©). 


FLORIDA. 
Juckasonville, Metropolis, dy. Average 1906, 
9,482. Mar. 07. 10,000. E. Katz, Sp. Agt, N.Y. 


GEORGIA. 


Atlanta, Journal, dy. Av, 1906, 50.857. Sun- 
day 57.988. Semi-weekly 74.916, The Jour- 
nal covers Dixie like the dew. 


ILLINOIS. 


Aurora, Daily Beacon. Daily average for 
1905, 4,580; 1906, 6,454. 





Sr Citizen. Datly average for 1906, 





Chieago, Bakers’ Helper, monthly ($1.00) 
Bakers’ Helper Co. Average for 1906, 4,017 (@®) 





Chiengo, Breeders’ Gazette, Mt bata 00. Aver. 
circulation for year 196, 70,00: 





Chiengo, Dental Review, monthly. Actual 
average for 1905, 8,703; for 196, 4.001. 


Chicago, Examiner. Average 
Sor 106. 


649,846 Sunday, 
ones 000 Daily. 
tees larger cireulation in 
a" > Chicazo than ay Swe two 
other morning papers combined 
Has certificate from Association 
of American Advertisers. 
Cir for} Sunday, 717.681. 





Meriden. Morning Record and R 
Daily average for 1905, 7,57; 1906, 7.672. 


New Haven, Evening Register,dy Annual 
sworn acer. Jor 1#6,14,681; Sunday, 11,662, 


February :§ Daily, 192,271, 
Absolute ret thelhdS ot latest circulation rat- 
ing accorded the Chicago Exammer is guaran- 





teed by the publishers of Rowell’s News; 
Directory. — 
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Average Jan., Feb., Mch., spr.l, 1907 oV.562. 
Ohteago, Record-Heraid. Average 196, daily 
111,%483 Sunday 211.611. Averaye April, 
4 vnedaily 151,648; Sunday, 216,877. 
i2°The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
Wavy is cuaranteed by the pub- 
tt No lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con 
troverts its accuracy 


Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest cireula- 
tion of any morning newspaper in Chicago. The 
HS the only Chicago newspaper receiv- 
ing ( le 


Joliet, Herald evening and Sunday morning. 
Average for year ending Azril 30, 1907, 7.871. 


Peoria, Evening Star. Circulation guaranteed 
more than 21,000, 


INDIANA. 


Crawfordeville, Journal. The women rely 
onit. Dy. and wy. average, 1906, 3,873. 


Evanaville. Journal-News, Ar. for 1906, 16.- 
899. Sundays over 18.000. E. Katz, 8. A.,N.Y. 
Indinnapolia, Up-to-Date Farming. 1906 av. 
174,53 4. Now 200.000 4 timesa mo..75c, a line. 





Notre Dame, The Ave Maria. ( ene weekly. 
Actual net averuge for 16. 24.4 


Princeton, Clarion-News. daily and geen 
Dariy averaye 19-6, 1,501; weekly, 2,0 


Richmond, The Evening Item, daily. Sworn 
average net puid circulation Sor fire months 
ending, May 3/, 1#7, 5,816. A circulation of 
over 5,000 guaranteed in all 1907 contracts, Tue 
Item goes into 8) per cent of the RicLmond 
homes. No street sules, 

b2™ The absolute correctness of thelatest 

circulation rating accorded 

the Richmond Item is guar- 

anteed by the publishers cf 

Rowell’s American News- 

paper Directory, who will 

pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily average, 
May, 1907, 9,7 ¥'4. Absolutely bestin South Bend. 


INDIAN TERRITORY. 


Muskogee, Times Democrat. 1905, average 
2,881; averuge 1906, o,o14. E. Katz, Agt., N. ¥. 


IOWA. 


oa tir Hawk-Eye, daily. <Arer. 1906, 
8,764. “All paid in advance.” 





Davenport. Times. Daily aver. May, 15.098. 
Circulation wn City or total guaranteed greater 
tha: any other paper or no pay Sor space. 





Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation Sor 1906, 
Al.731. Curcuiation, City and State, laryest 
m Iowa. More adrertisiny of all kinds in 196 
in 342 issues than any cere itor in 365 issues. 
Rate 70 cents per inch, 





Dea Moines, Register and Leader—daily and 
Sunday—carries more “Want” and loc:.] display 
adver — thaw any other Des Moines or lowa 
paper. Average circulation sor Mar. dy. 80,722. 
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Chiengo Journal Amer. Med. Ass'n, weekly. | 


Des Moines. Tews State Register and Lager 
w’y. Aver. number copies printed. 496, $2,128. 





Sioux City. Journal. 
sworn, 26.3 05. Rorning, sunday and Evening. 
Editions. 


Daily average for 1906, 


Stoux City. Tribune, Evening. Net sworn 
daily averiuge 16, 26.47 197, BUSBS. 

You can cover Sioux (‘ity thor oughly by using 
The Tribune only. Itis subscribed for by prac: 
— every family that « newspaper can inter- 
est. Only Iowa paper that has the Guaran- 
teed Stur, 


KANSAS. 


Hutchinaon. News. Daily 1906, 4. wae. Mar., 
196,4.650. EH. Katz, Special Agent. oN. ¥. 





Lawrenee, World, evening and weekly. Copies 
pr uted, 196, daily, 8.3738; weekly, 8,084 


Pitsburg, Headlight, dy. and wy. Actual. 
average Jor 1906, daily 5,96 2, weekly 8.2738. 


KENTUCKY. 


Lexington. Leader. Ar. ’06., evg. 5.157. Sun? 
6.795; Jan ,'07, 5,356, Sy. 6,891, L. Katz. S, A. 


“Owensboro. Messenger. Daily aver., 4 mos. 
ending Apr. 30, 07, 8,499; aver. Apr., 8,702. 


MAINE. 


Nuguata. Comrort.mo. W. H. Gannett, pub. 
Actual averaye sor 196, 1.271.982. 


guata. Kennebee Journal, dy. and wy. 
diearge daily, 126. 7.656. ' ‘ 





Bangor. Commer: Average for 16, daidy 


9.695; weekly 28.0 





Madison. Bulletin, wy. Cire., 1906, 1,581. 
Onty paper in We-iern Somerse: Co. 


Pg =" Maine ood: and Woodsman, ~ tal 
. Brackett Co. 4: erage Jor 7:46, 8.07 


Portland. Evening Express. Arerage Sor 1906, 
daily 12.806. Sunday Ielegram, 8,041, 


MARYLAND. 


Baltimore, American, daily Average 7906, 
Sun., 77,488; d’y, 67.815. No return priciiege, 


Baltimore. News, daily. Evening News Pub- 
lishing Company. Avreruge 1.96, 69.314. For 
May, 1907. 81.188, 

The absolute correctness of the 

latest circulition rating accorded 
NEWS 1s quarcnteed by tne 

udlisners of Rowell’. American 

Newspaver Directory. who will 

pay one hundréa Violiars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (OO), Posten’s 
tea table puper. Largest amount of week day adv, 


WP He We WY 


Boston, Globe. Average 1906, daily. 182.93 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States, Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon ecitions for one price. 
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BOSTON POST 


Average for March, 1907. Boston Daily 
Post. 240,148, increase of 6,465 over 
January. 1907; Boston Sunday rat 
Mareh. 1907, 234,184, increase of 5,48 
over January. 1902. First New meoney 
to put in finotypes. First New England paper 
to put in the autoplate. Has in its big plant 
the largest and most ex pensive press in the 
world. Leads Boston newsp:pers in amount 
business. “‘TheGreat Rreakfast Table 
eer of New inglana.” Covers Boston and 
ew England more thoroughly than any other 

aper. Bulk of its citeuiation delivered in 
Loy nes of middle-class, well-to-do portion of com- 
munity. 


ba The absolute correctness of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


tle 


Wolyoke. Transcript, daily. Act. ar. ir year 
ending May, 1906, 3,359; 3 mus, 07, 7.84 


Lynn. Evening Item. faily sworn ar. year 
1906, 15,068: Jan., 1907, av. 16,017. The Lynn 
family paper. Circulation absolutely unap- 
proached in quantity or quality by any Lynn 

paper. 


Springfield, Current Events. Alone guar- 
antees results. Get proposition. Over 50,000, 


Woburn. News, evening and pacity Daily 
av. net paid cir. Murch, 1,523. Wkly, 1.481. 
Worcester. Evening Gazette. Actual sworn 
—— Sor 196,111,401 copies daily; Feb., ’07, 
306 ; March, 1907, 15.768 Largest evening 
Po nee Aly Worcester's “Home” paper. 
mission given A. A. A. to examine circulation. 


Woreester. L’Opinion Publique. daily (0 ©). 
Paid average sor 1906. 4.252. 


MICHIGAN. 


Jackson, Citizen-Press, Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s: Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
April daily w average. 7.786. 


Jack . Patriot. Average Apr., 1907, 
7.645: “Sunday 8 88%. Greatest net cir- 
culation. Verified by y * 

ments monthly. Esambention welcomed. 








Saginaw, Courier- Herald. daily, fares. 
Average 196, 14.2397: May, 1907, 14.7 





Saginaw, Fvening News, daily. Average for 
4906, 19,964; May, 1907, 20.511, 

Tecumseh. Semi-Weekly Herald. Actual 
average for 1906,1,158. 


MINNESOTA. 


i lis. Farmers’ Tribune, twice a-week. 
wes “Murphy, pub. Aver. Sor 1906, 37,886. 


Minneapolis. Farm, Stock and Home, semi. 
monthly. Actual average 1905. 87,187: aver. 
aye for 1906, 100,266;{ mos., 1907, 104, 100. 

The abs tute accuracy of Far), 
Stock « Home’s circulation ratiig 
is guaranteed by the Americ: 
Newspaper Directory. Circulation ‘s 
practically confine: to the Farme; 
of Minuesota, the Dakotus, Weste>), 
Wisconsin aud No rthern lowa. Use 
it to reach section most prontabl, 


Minneapoll«. Journal, Daily 
and Sunday(® ©). In 196 aver- 
aye daily circulation 74.054. 
aily average circulation for 
May, 197, 7H,9S55. Aver, Sun- 
day circulation, May, 1907, 72.515. The ab- 
solute accuracy vf the Journal's circulatio 
ratings is guaranteed by tie American News- 
paper Directory. It reaches a 
greater number of the purchas- 
tng classes and gues into more 
homes thai any paper in its 
field. It brings results 








Minneapolis, Svenska Seem Posten. 
Swan J. Turnblad, pub. 796, 52.014 
CIROCULAT’N Minneapolis Tribune, W 

J. Murphy, pub. Est. i867. Old- 

est Minneapolis daily. The Sun- 

oe day Tribune average per issue 

TEED for the year ending December, 

, 1906, was $1,272. The daily 

he. ae Tribune average per issue for 

pe Fae ince. the year ending Dece nber, 1906, 
tery. was 102,164. 











s. Net average circula- 
fon Sor January—baily 35.302. Sunday 32.- 


S8t. Paul. Pioneer Press 


absolute accuracy of the 
Pioneer Press circulation state- 
me sts is guarauteed by the Ameri- 
GUA rey can Newspaper Directory. Ninety 
AN per cet of the money due for sub- 
ifaaey § = scriptions is collected.showing that 
subscribers take the paper becatise 
they want it, All matters pertain- 

ing to circulation are open ‘to invest: gation. 


Winona. Republican-Herald. Av. May. 4.618 
(Sat. 8,200). st outside Twin Cities & Duluth. 
MISSOURI. 


Joplin, Globe, daily Average 1906, 15. 254, 
Apr. 1907,17,243. Z. Katz, Special Agent, N.Y. 





Kanaas City. Journal. Cire’n, 275.000 
206.8385 My 00 De and ciassided, 46 
— Geer cual t; 70,0 ~~ and Sunday dis 

y 
ind § isunday—display. 4 ie. Literature on request. 

St. Joseph, News and "Press. Circulation 
1906, "36. 079. Smith & Thompson, East. Reps. 

St. Louisa. National Druggist, mo. Henry R. 
Strong, Editor ana Publisher. Average for 1906, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 

&t. Louisa, National Farmer and Stock Grower, 
monthiy. Areruye sor 1996. 104.200, 


NEBRASKA. 


Lincoln. aoe ‘Amerikan Farmer, weekly. 
Average 1905, 147 


Lincoln, Freie pai weekly. Actual average 
Sor 1905, 150.734. 
NEW HAMPSHIRE. 
10 emachenter. Union. Av. 1906, 16,758, daily 
‘. H. Farmer and Weekly Union, 5,550. 
Nashua. Telegraph. The only daily in mm. 
Daily average year ending Dec., 1906, 4,371 
NEW J eye 


Asbury Park, Press. , 4.812. Gained 
average of one subscriber ; ek for ten years. 


Camden, Daily Courier. Actual average for 
year ending December 31, 1906, 9.020, 











Elizabeth. Journal. Av. 1904. 5.5223 1906, 
6.515; 1906,%.347; March, 1907, 8,161. 
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J City. Evening Journal. Arerage ‘a 
», 28.005. First four months 1907, 24,069 


Newark. Eve. News. Net dy. ar. for 1906, 
68.022 copies ; net dy.av, for Apr., 1907, — 


lrenton, Evening Times. Ar, 1906, 18.28 
mos, dy. av. Apr. sv, 07, 20.621; Apr., 20, oui, 


NEW YORK. 


Albany. Evening Journal, Daily average for 
40/0. 16.251. It’s the leading puper. 


Batavia, Daily News. Average 1906, 7,227. 
Jan., (7.3474. Nothing like it elsewhere. 





Brooklyn. N. Y. Printers’ Ink sa 
THE STANDARD UNLON now has th fe 
largest circulation in Brooklyn. Ac- 
tual daily average. fi Sor 196, 49,289. 
Puffalo, Courier, morn. 4 morn, Av./906, Sunday .91- 
163; daiy, 53.681; Enquirer, even.. 52.685. 
Ruffalo, Evening News. Daily averaye 1905, 
94.6903 for 196, 94,743. 


Corning. Leader, evening. one 1904, 
6.2883 1905, 6 395; 1906, 6,585; Feb. av., 6,820. 


Mount Vernon, Argus, evening. Actual om 
average for 42 mos. end. ny Apr. 30,07, 4,21 

Newburgh. News, daily. Ar. 6,5.477; 4,000 
more than all other Newbur: gh paper’ 3 combined, 


New York City. 
rmy & Navy Journal, Est. 1363. Actual weekly 
av. ae 106.9.706 (OO). 4 mos. tv Apr. ’v7, 9,949. 
Automobile, weekly Average for year euding 
Dec. 28, 1906, 15,212. 


Baker’s Review, monthly. W. R. Gregory Co., 
publishers. Actual average Jor 1916, 5.488. 


Benziger’s Magazine, the only Catholic Family 
Magazine pubiished in tbe U nited States. Guer 
anteed circulation, 65.000; rates 25c. an agate 
line. With September, 1907, issue, we guarantee 
75.000 circulation aud rates will be 50c. an 
agate line, 


one. weekly (Theatrical). Frank a, 
Pub. Co,, Ltd. Aver. sor 196, 26.611(00 





El Comercio, mo. Spanish export. J. Stapherd 
Clark Co, Averaye for /906, 8,542—sworn. 





Music Trade Review, music trade and art week 
ly. Average Jor 1906, o. 109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1833. 
Actual weekly average for 
4906, 11.708. 


The People’s Home Journal. 554.916 mo, 
Good Literature, 452.500 monthly, averaue cir- 
culations for 1996—all to paid-in-advance »s.b- 
scribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. 4turage 
circulation Jor vear — Sept., 1906, 6,481; 
September’. 196. issue. 6.9 

Theatre Magazine,monthly. Drama and music. 
Actual arerage for 1906, 60, 00%, 


The Worid. Actual arer. for 1906, Morn. 318. 
664. Evening. 39.057. Sunday, 442.228. 

Rocheater, Case and Comment, mo., Law 
Av. for year 1906,22.601. Guaranteed 20,000. 


Schenectudy. Gazette, daily. A. N. Liecty. 
Actual average for 195, 18.038; 1906, 15. 809. 


Syracuse, Post-Standard. Dy. cir. last 3 mos. 
80.380 copies. The home newspaper of Syracuse 
and the vest medium for legitimate advertisers. 








Troy, Record. Arerage circulation 
1906, 18,801. Average May, 1907, 
20.193, ry paper in city which has 
permitted A. A. A. examination. 
Utiea. National Kiectrical Contractor, mo. 
Average for 1906, 2.620. 


Utien. Press. daily. Otto A. Meyer, publisher. 
Average for year en ing March 3/1, 1907, 14.927. 








NORTH CAROLINA. 


Coneord, Twice-a-Week Times. Actuul aver- 
age Jor 196, 2,455; 195, 2,262, 


Raleigh, Times. North Carolina's foremost 
es paper. Actual eae oe” Jan. tat 
to Oct. ‘st, 1906, 6,551; weekly, 6,200. 


Winston-Salem leads ali N.C. towns in manu- 
facturing. The Twin-City Daily Sentinel leads all 
Winstou-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. ’05,7,201. 
Aver, Jor year 1906, 3,18 


OHIO. 


Akron. Times, daily. a erent Sor 
year 1906, 8,977; April, 1907, 9,60. 


Ashtabula, Amerikan Sanomat. Finnish. 
Actual average Jur 1906, 10.690, 


Cleveland, Plain Dealer, Est. 1841. Actual 
daily average 1996, 72.216: Sunday, 88,869; 
May, 1907, 71,386 daily; Sun,, 90,245, 


Coshocton, Age, duiiy. Nt average 1906, 
2.757. Verified by Asso, Amer. Advertisers, 


Coshocton, Times, daily. Actual average for 
1906, 2 


Dayton, The I. L. U. Journal, mo. National 
ncn ation. Av for ja en ending April 30, 07,1 4.0 

1 copies. C wor by 36. members of 
THE a A AND Lar the fraternal, 
beneficiary opler nt wage-worxers. 5c, agate 
line, flat rate. 


London, Democrat, semi-weekly. Actual wver- 
aye Jor 196 3,668; now guarantees 8,800, 


ewark, American Tribune leads in local 
Pe am advertising. Ask for the tigures, 
Murch average 8,727. 


Springfield. Farm and Fireside, over 4 cen- 
tury leading Nat, agricult’l paper. Cir.455,000, 


Springfield. Wamen's Hliome Companion, 
Circulation, 600.000; NY City, above guar- 
antee. Executive offices, N.Y. Cit 


Warren, Daily Chronicle. Actuil arerage 
for year ending December 31, 1906, 2,684. 


Y Dy. av. 06. 18.740; 
Sy. 10,001: LaCoete tas vell, N Y. & Chicago, 


Zanesville, Times-Recorder. Ar. 1906, 11.< 
26, Guar’d, Leadsall others combined by 50%. 


OKLAHOMA. 


Okinhoma Clty, The Oklahoman. 1906 aver. 
15.918; May, 1907.19, 85. HE. Katz. Agent, N. ¥. 


OREGON, 
Mt. Angef. St. Joseph’s-Blatt. Weekly. ¥ 
3, 1907, 19.158. 7 sliced 


Portland. Jcurnal, daily. 
25.578 ; for April, 197, 29.022. 
e absolute correctness of the 
latest circulation rating = 

corded the JoURNAL js guara: 

GUAR teed by the publishers of fowell' 6 
American Newspaper Directory, 
TEED who will pay one hundred dollars 
to the first person who success- 

fully cortroverts its accuracy. 


PENNSYLVANIA. 
Erte. Times, daily. Arer. for 1906, 17.1103 
May, 1907, 18,523. E£. _E. Katz, ‘Sp. Ag., N.Y. 


Harrisburg, Fiera Sworn ar. Mry, 14,- 
454, Largest reulat'n in A’b’g or no pay. 


Philadelphia. Confectioners? Journal. mo, 
AV, 1905, 5.470; 1906, 5.514 (OO). 


4 Vindi 








Average 1906, 


Philadelphia. German Daily Gazette. Aver. 
circulation, 1906,daily &2,922; Sunday 52,486, 
sworn statement. Circulation bovks open. 
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“In 


Philadelphia 
nearly 
everybody 
reads 


The Bulletin. 


NET PAID AVERAGE FOR MAY, 


245,835 copies a day 


THE BULLETIN’S circulation ficures cre net; all 
damaged, yas ld, free ana returned copies have 
been omitie 

” WILLIAM LL. MCLEAN, Publisher. 


The correctness of FaRM JOURNAL’S 
suvscription statements is guaran- 
teed by the American Newspaper | i 
rectory. The average edition tor the > s 
awarded the (© ©), and_ best 
ot all, tne Seventh Sugar Bowl 

Philadelphia. The Press is 


1906 was 501,633 copies,each 
month Ith s more actual paid-in 
advance subscrivers than any other 

jb hiladelphia’s Great Home News- 


farm paper 1D the world, a has been 


aper. esides the Guarantee 

GUAR Bear, it has the “Gold Marks and is 
AN cn the Roll of Honor—the three 
aaa) most desirable distinctions for 


any newspaper. Sworn average 
aan of the daily Press for 
1906, 100,548; the Sunday !’ress, 137,863. 


Philadelphia, West Phila. Bulletin, week'y. 
Circulation 5.000, Janes L. Waldin, publisher. 


Seranton, Truth. Sworn eirculstion Sor 1906, 
14,126 copies daily, with a steady increase. 


West Chester. Locai News, 
daily. . H. Hodgson. Aaverayefsor 
1005, 14.297. In its 35th year. 
Independent. Has Chester County 
avd vicinity for tts field, Devotea 
to rome news. se ig 2 home 
puper. Chester County is second 
in the ‘State in vagricultural wealth. 


York, Dispatch and Daily. Average for 1906, 
17.769. 


RHODE ISLAND. 
Pawtucket, Evening Times. Aver. circulation 
for 1906, 13.11% (sworn). 
Providence. Daily vournal. 18.051 OO). 
funday, 21,840. \O@). Krenning Bulletin su,- 
620 averaye /w6. Providence Journai Co.. pubs. 


Previdence. Real Estate Negister; finance. 
b’ld g, etc.: 2.528; sub’s pay 244% of total city tax 
Providence. Tribune. Morning 70.34/. 

Even:ng 81.118: Sunday. 16,2320. Mosi 

e paver inthe fleld. Evening 

Shidion guaranteed by Rowell’s Am. N.D. 


Woptaris.Sap- Geo. H. Utter, pub. aver. 1996, 
4.627. Largest circulat:ou in Southern R. 1, 
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SOUTH CAROLINA. 


Charleston. Evening Post. Actual dw. ar 
1ge for 16, 4.474. Decemoer, 196, 4.755. 


Coiumobin, State, agg aver. 





aye Jor 196, daly (0), 2.8 
copies; semi-weeiiy. <. Sr i 
day (OD). 116, 12.228, tet: i 


aver.ge for jirst three months, /9 7, 
ae Ay (OO) 2.525. Sunaa; OO} 
li 


De 











Spartanburg. Herald. Actual average / + 


irst jive months, 1%7, 2.529, 


TENNESSEE. 


Chattanooga, News. 
mos. enaumuy Dec. 


Arer, 3 
31, 196, TATOO? 


Only Chittanovga paper permi 
GUAR ing examination Bh poe cit apd by 
AN ci m. Advertisers. Carrics 
TEED more advg 1 6 vays than mor: 


ing paper7 dave. Greatest Want 
AC medium. Guarantees large-t 
circulation or no pay. 
K noxvilie, Journal and Tr’ 
une. Daily average year endi 
December 31, 1w6. 15.692 ot / 








arer. last 3 months 146, 19.24 
One of only five papers 
the Svuth. and only pauper i 


Knorville awarded tie Guarantee 
Star. The leader in this jiela. 


Nashville, Banner. daily. Aver. for ga 196, 
$1,455: Jan. 197, 8.538; Feb. 17, 37.271. 


TEAS. 
El Paso, Herald. Miy. ar., 7,618. More the an 
voth oiner E] vaso daulige. ’ Verified by A. A. 


VERMONT. 

Barre. Times. daily. F. E. Laugie;. 
$.927; 16,4.113. 

Burlington, Free Press. Thi iy average Sor 
196. 8.45%. Largest city and, State circula- 
tion. Examined by Asso. of Abtir. Advertise: s. 

Rutland. Herald. Average 990%, 2,527. Av- 
erage 1905, 4,286. Arerage 1906, 4,627. 

St. Albans, Messenge daily. tial avercyge 
for 1905,3,051; Jor 1206, 3 copies per issu... 


VIRGINIA. 


The Bee. Av. 194, 2 : | May, 
907, 2.638. Largest cir’n. Oniy eve g piper. 


pose connl So. Tot. and Modern Farmer, 
mo. .scrage for jirst 6 mos of 1907, 14.429. 


_ Rocky Mount. Franklin Chronicle, wy. 4. 
06, 1,610; March, ‘v7, 1,920 weekly. Home print. 


WASHINGTON. 


Seattle, Post Intelligencer (OO). 
ar, for April., sv7, vet—Sunday, 


Aver, 1905 













ants ille, 


ROR 








41, Da: ily, $2 O15; week day. 
GUA 30.664, Unly sworn circulation 
AN in Seattle. Largest genuine and 
TEED —— aid circulation inWashing 
pghest quality, best service. 
grecte st results ulways. 

Seattle. The Daily and Sunday 

Times led a.l newspapers on th 
A Pacific Coasi nortn of Los Angeles 
heel in amount of advertising printed 
AN during 1906, leading its nearest 
TEED rival by over 178,000 inches display 


and 300,000 lines of classified. 
That tells the stor Pye results. 

Average circulation in 1906 was 42.172 duily, 
56,794 Sunday. Acwrages for SS euare. 107, 
were Daily $4,911, Sunday 61,591. You get 
th- best quality and largest quantity of circula- 
tion perfectly blended when you buy snace in 
tue times, the b'ggest newspaper success of the 
last decade on the Pacific Coast 


Tacomn, (eager. sreraye 1906, daily,16,059; 
Sunday 21,798. 


Tacoma, News. 
urday, 17.610, 
WEST VIRGINIA. 


Parkersburg, Sentinel. daily. R. E, Hornor, 
pub. Averaye for :w¢, 2,640. 


Average 1906, 16,109; Sat- 
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Ronceverte. W.Va. News, wy. Wm. B. Blake 
& Son, pubs, Aver. 196, 2,220. 


WISCONSIN. 


Janesville, Gazette. diy and s-w'y. Cire'n 
ist 3 mos, 197, duily 3,508 ; semi-weekly 2,552. 

Madison, State Journal. “7. Average 1906 
8,602; Jan., Feb., Mar .(107, 4,884; Apr., 5.106. 


Milwaukee. The Journal, even- 
Ing; inde; pendent. Arerage é 5 mos 
197 $2,282. May gain « ver19.6 
daily. ra 11. Biggest in history 
of paper. Paid city circulation 
alone greater than total paid 
of any otuer Milwaukee daily 
or Sunday. 


Milwaukee, Evening Wisconsin, d’*, 4, 4904, 
28.430 (©©). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 





—S Northwestern. « daily. <Averaye for 


«© WISCONSIN 
GRICOLTORIST 


Racine. Wisa.. Eatab. 1877. 
Actual weekly averave for year 
euded Feb, 28, 107, 51,126. 
Larger circulation m Wisco - 
sin than any other per: Adr. 
$3.50 an inch. N. NY fice. Tem- 
ple Ct. W.C. Richardson, Mor. 


WYOMING. 
Oheyenne, Tribune. Actual ds’) average net 
Sor 196, «126; 8em.-:veekiy, &,895. 
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BRITISH COLUMBIA. 


Vancouver, Province. daily. Arerage for 
1906, 10,161: Mar. 107, 12.854. H. 1 dOleraus, 
U.S, Repr., Chicago and New York. 


MANITOBA CAN. 


Winnipeg. Free Press, daily and weekls. Av- 
erage for 196. daily, 34.559: daily May, 47, 
37.121; wy. av. for mo. of Apr., 24.160, 


Canada’s Ger- 


Winnipeg, Der Nordwesten. 
v. Rates d6c. inch, 


man newsp’r, Av. 1906, 16,1737 


wi slpes. Telegram. Duailu aver. March, 
24,568. Weekly av., 20,287. Flat rate, 3c. 





ONTARIO, CAN. 
Toronte. Canadian Implement and Vehicle 
Trade, monthly Arerage Jor 116, 6.125 


Toronto, Canadian Motor, monthly. Average 
circulation Jor 196, 4,540, 


Toronto, The News. Daily areraue circula- 
tion for the month of February, 1907, 40,210. 
Advertising rate s6c. per inch, flat. 


QUEBEC, CAN. 


Montreual, La Presse. La Presse 
Lta., publishers. Actual average 1905. 
YE,TT 1; 1906, 100. ONT: weekly, 49,992, 

Montreal, The Daily Star and 
The Family "Herald and Week} ly 
Star have nearly 200 subscrib- 


Vub. Co. 
dazly 





Aaa ers, representing 1.000,000 readers 
AN —one-fiftn Canada’s pulation. 
TEED oS f tne Duily Star for 1906, 





60,954 copies daiiy; the Wee 2kely 
Star, " 25,452 copies each issue. 








THE WANT-AD MEDIUMS 


A Large Volume ot Want Business is 2 Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. lc. a word. 


CONNECTICUT. 
eo Conn.. MORNING R&CORD; old es- 
blished tamily newspaper; cover: field 
60,000 iia class pop.; leading Want Ad paper. 
Classitiea rate, cent a word; 7 times. 5. centsa 
word. Agents Wanted. halt a cent a word. 


DISTRICT OF COLUMBIA, ; 
Ter ery? and SunpDay Star. Washington. 
© ©). carries DOUBLE the number of 


Rate lc. a word. 


Want Ase of any other paper 
. ILLINOIS. 


fNHE Champaign News is the leading Want ad 
medium or Central Kastern Lliinois. 


‘}]-HE TRIBUNE publisnes more classified ad- 
vertising than any other ( other Chicago newspaper. 


CONT EARLY everybouy Ww: who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the DaILy News is Chi- 
cago s “want ad” directory 


INDIANA. 

T= INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more paid classified (want) advertisements than 
all the othe r Indianapolis papers sonieenes. The 
total number it printed in 1906 was 315,300. an 
average of over 1,000 every day, wane is 126,929 
more than all the other Indianapolis papers had 








"FERRE HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 


STAR LEADS IN INDIANA, | 


During May, ’07, the INDIANAPOLIS STAR carri 
671.87 columns of paid classified advertising 

The STAR carried 84.9 more columns of Sinead: 
fied advertising than carried by its nearest com- 
petitor during the same month. 

e STAR gained 308.35 columns over Apri) of 

last year. 

The INDIANAPOLIS STAR has passed the 100,000 
circulation mark. ltates, six cents per line. 











The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four [di- 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. Read by all the pros- 
tae = vusiness men and well-paid mechan- 

cs in what has been accepted as the 
“Logical Industrial Center of America.” 
ouaranteed circulation over 10,000 daily. 











INDIAN TERRITORY, 


RDMOREITE, Ardmore, Ind.Ter. Sworn cir 
culation second in state. Popular rates. 
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IOWA. 
a Des Moines CAPITAL guarantees the lar- 
gest city end the largest Hea Sica 
in lowa. The W: giv 
turns always. The rate is 1 cent § word: by. the 
month.$1 per line. It is —— six evenings 
a week; Saturday the big day. 





NHE Des — REGISTER aND LEADER; only 

g paper; carries more ‘“‘want” ad 

vertising coon any other :owa newspaper. One 
cent a wo) 


KANSAS. 
PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 
MAINE, 


HE EVENING EXPRESS carries more Want ads 
than all other Portiand dailies comvined. 





MARYLAND. 
wae Baltimore News carries more Want Ade 
than any other Baltimore daily. It is the 
recornized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 
'J\Hk Boston KVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘the 
e>pect to find all goou places listed in its adver 
tising columns. 


tok kk 


T= 7 BOSTON GLOBE, daily Rey. pete for 
tal oO} 4 
was a gain of 17,530 over Pine 


e 
ear 1905, and was 201,569 more ag Nad other, 


oston paper carried for the year 1 


Sete te ik sk ok 
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WORD AD. 10 cents a day. Paity ENTRR- 
PRISE, Brockton. sass. Circulation, 10,000. 


MINNESOTA 


TS MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of um of Minneapolis, 


The Minneapolis Da: Daily and Sun- 
day JOURNAL carries more clas- 
sitied advertising than any other 
——— newspaper. No free 
Wants and no Clairvoyant nor 


objectionable medica: advertise- 
ments printed. Cisssified Wants 
printed in May, 187.418 lines. In- 
dividual advertirements, 27,293. 
CIRCO’LAT’N © = MINNEAPOLIS TRIBUNE 18 
he oldest Simnpee daily 
and > over 100,000 subscribers. 
It publishes over 80 columns of 
Want advertisements every week 
at ful) price sins of two 
pages a day); no free ads; price 
or a both morn and even- 


issues. Rate, cents per 


y Am. News- in, Daily or Santer. 


b 
paper Di’tory 


MISSOURI. 
Tt Joplin GLOBE carries more Want ads 
aan all — ye in Southwest Missouri 
t gives resuits. One centa 
“Sinimam, 1 ie. 


a 
MONTANA, 


THE Anaconda STANDARD is Montana’s great 
Want-Ad’’ medium; lc. a word. Average 
circulation (1906), 10,778; Sunday, 14,007. 


NEW JENSEY. 


fe HE NEWARK EVENING NEws is the recognized 
Want-ad Medium of New Jersey. 





N EWARK, N. J, FREE ZEITUNG (Daily and 
a Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word ; 8 cents per month. 
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ERSEY CITY EveninG JourRNAL leads all other 
Hudson County newspapers in the number 
of classitied ads carried. It exceeds because ad- 
vertisers get prom t results. 
’ NEW YORK. 
"_N\HE EAGLE has no rivals in Brooklyn's 
classified business. 


LBANY EVENING JOURNAL, Fastern N. Y's 
best paper tor Wants and classified ads. 

AILY ARGUS. Mount Vernon. N.Y. Great- 

est Want ad medium in Westcbester County, 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in "Buffalo and the 

strongest Want Medium in the State, outside of 
New York City 


RINTERS’ INK, published weekly. ‘The rev. 
ognized and ieaaing Wantaa medium for 
want ad meviums. mail order arucles, advertis 
ing novelties, printing. typewritten cil cuiars 
rubber stamps, cflice devices. adwriting, half 
tone making, and practivaliy anything whicn 
Interests and appeais to advertisers and busi- 
aess men, Classified advertisements. 20 cents 
a line per issue flat, six worus to a line, 


WATERTOWN DAILY STANDARD. Guaran- 
tecd-daily average 1906, 7,000. Cent awera. 


OHIO. 
OUNGSTOWN VInDIcATOR—Leading * Want” 
medium, lc. per wora. Largest circulation. 
OKLAHOMA, 


HE Oxr\HoMAN, Okla. City, 19.414. Publishes 
more Wants than any 7 vkla. competitors. 





PENNSYLVANIA, 
Sle Chester, Pa.. TIMES carries from two to 
five times more ciassiflea ads than any 
Greatest circulation, 


RHODE ISLAND. 
é [ps EVENING KULLETIN—By far the large st cir- 
culation and the be-t Want medium in Rk. I. 


ROVIDENCE TRIBUNE. morning and even- 
ing, 43,900. brings results, cost the lowest. 
SOUTH CAROLINA. 
vss Columbia STATE (©©) carries 
Want ads than any other 
South ‘‘arolina newspaper. 


other paper. 


more 


WASHINGTON, 


HE lost-INTELLIGENCER 
Wasn., is the official 
Directory of the Pacific 
The P.-I. always leads gen uine want ads 
because its genuine home circulation among re 
sponsive want aa readers brings greatest results 
to advertisers. Favorite gui ry or agente, pore: 
vassers, investorsand home seekers e mo; 
~ oes and best appointed “Classified”’ er: 


tion. nigh oe 360 separate classiti- 
rite for sample copy. Rates, 10c. pxr 


cations. 
line. 
CANADA, 
A PRESSE, Montreal. Largest daily circula- 
tion in Canada without exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


(QO), Seattle, 


MVHE DAILY TELM GRAPH, St. John, N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads one cent a word. 
Minimum charge 25 :ents 


6 Ve? Montreel DAILY STAR carries more Want 

advertisements than ail other Moncreal 
dailies combinea. The FamiLy H&RaLD AND 
WEEKLY STAR carries more Want advertisements 
than avy other weekly paper in Canada. 


HE Winnipeg FREE PRESS carries more 

“Want” advertisements than any other 
dail per in Canada, and more advertisements 
of this nature than are ig pete in al] the otber 
daily papers published in Western Canada com- 
bined. Kates one cent per word per day, or four 





cents per word per week. 
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©O) GOLD MARK PAPERS©® o) 





= of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks(@@). 





WASHINGTON, D. Cc, 
Nearly omer > Washington subscribes to 
THE EVENING AND SUNDAY STAR. Average, 
1906, 35,577 «@@). 





ILLINOIS, 


THE INLAND PRINTER, tengo, oe? ©). Act- 
ual average circulation for 1905, 1 


BAKERS’ HEL. PER (© ©), Chicago, ouly “Gold 
Mark” journal for baxers. Oldest, best known, 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


MAINE. 
LEWISTON EVENING JOURNAL. daily. Aver. 
for 1905, 7,598 (© ©); weekly, 17,448 \.O©). 


MASSACHUSETTS. 
Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (© ©). 


BOSTON EVENING TRANSCRIPT (@©), estab- 
lished 1830. The only gold mark daily in Boston, 


Lee co RECORD (©©), Boston, is 
—_ at home and abroad as the standard 
erican textile journal. 








WORCESTER L’OPINION PUBLIQUE. - ©) is 
the leading French daily of New England 


MINNESOTA. 
NORTHWESTERN MILLER 


Si ing and flour trade rt over the wr world. The 
only “Gold Mark” milling journai (©). 


PIONEER PRESS ( 
reliable paper in the 


THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 

more ¢ laseified mvs and more total 
- hE than avy y paper 11 in the Northwest. 


NEW YORE. 
NEW YORK TIMES (©©). Largest gold-mark 
les in New York. 


BROOKLYN EAGLE (@@)1 (OO) is THE advertising 
medium of Brooklyn 


ENGINEERING NEWS (©©).—A periodical of 
the highest character.—Times, Troy, 

THE POST EXPRESS (@©). Rochester, N.Y. 
Best advertusing medium tn this section. 


ARMY Am NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


VOGUE (©©) carried more advertising in = ag 
than any other magazine, v weekly or monthly 


ELECTRICAI. REVIEW (© (© ©) covers the field. 
Read und studied by thousands. Oldest, ablest 
electrical weekly. Reache. the buyers. 


NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


orthwest. 


Tam Tatrermrer ws 


), St. Paul, Minn. Most 


CENTURY MAGAZINE (© ©). There area few 
meee in every community who know more 

han all the others. ‘These people read the 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
foremost —_—a— on city and interurban rail- 

roading. ve circulation $. 200 weekly. 
MoGRaW PUBLIS ING COMPANY 


HARDWARE DEALERS’ T° 
b 1906, average issue, 20,791 


im: iled 
Det MALLETT, Pub. Se ees: % 


THE ENGINEERING REC RECORD (0). The 
most progressive -— eee journal in 
the world. Circulatio Le by over 14,000 per 
week. MCGRAW PUBLISHI COMPANY. 


NEW YORK TRIBUNE (© (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser 


" ELECTRICAL WORLD (@@). Established 1874. 
The great international weekly. Cir. audited, 
verified and certified yng ae ReTee of Amer- 
ican Advertisers. eekly cir. during 1906 
was 18,827. MecRAW. PUBLISHING COMPANY. 


PENNSYLVANIA. 

THE_ PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper Sworn circulation of The Daily Press, 
for 1906, 100,548; The ) Sunday Press, | 137,863, 


THE PITTSBURG 
® DISPATCH oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. «nly two-cent 
morning paper assuring a prestige most 
profitable to advertisers. wargest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 


PROVIDENCE JOURNAL (@6O),a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


THE STATE (OO), Columbia, 8S. C. Highest 
quality, largest circulation in South Carolina, 


VIRGINIA. 


THE NORFOLK T.ANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks vo'umes, 


WASHINGTON. 
THE POST INTELLIGENCER (© ©). Only 
morning paper in Seattle. Oldest in State. The 
biggest and best. Able, alert, always ahead. 





WISCONSIN. 
THE MILWAUKEE EVENING WISCONSIN 
(©©), the only goid mark daily in Wisconsin. 
CANADA. 


THE HALIFAX AFRALD(® pane the EVEN- 
ING MAIL, Circulation 15,558, rate. 
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Printers’ Inx. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. Un receipt of tive dollars four paid 
subscriptions, sent in at one time, will be put 
down tor one year.exch and a larger number 
at the same rate. Five cents a copy. Three 
dollars < hundred. Being printed from stereo- 
type plates, it is always possibie to supply back 
numbers, it wanted in lots of 500 or more, but in 
all such cases the char,e will be five doliars a 
hundred. 


ADVERTISING RATES 
Advertisements 20 cents a line, pear! measure. 
15 lines to the inch ($3); 200 lines to the page ($40). 
For specified position selected by the adver- 

tisers, if granted, double price is demanded. 

On time contracts the lust ony od is repeate:i 
when new copy faiis to come to hand one week 
in advance of sed of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

mes eee) appearing as reading matter is in- 
serted 

All advertisements must be handed in one 
week in advance. 


OFFICE: NO. 10 — St. 
Telephone 4779 Dook 
London Agent. F. W. Sears, 50 





kK ma! 
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New York, June 26, 1907. 








Try to provide something in 
universal demand and then let 
your advertising tell everybody 
that you have got it. 





Don’t belittle your rival. He 
has friends who may want your 
goods, too, who will resent your 
criticism and let you alone. 





A SOUTHERN girl has advertised 
for the fellow who kissed her, 
and threatens to die an old maid 
if he doesn’t marry her. We 
don’t dare to draw the moral, for 

don’t know whether it would 
be beneficial to advertising or to 
kissing, 


THE Scottish-American, a 
weekly paper published in New 
York, has submitted to Rowell’s 
American Newspaper Directory a 
detailed statement of copies print- 
ed for the year 1906, showing an 
average of 14,875 each issue. This 
paper is now eligible to a place 
upon the Printers’ INK Roll of 
Honor. 





PRINTERS’ INK 


A sALE that satisfies the cus- 
tomer fortifies the advertiseme: . 
and goes “marching on.” 


A Novel Much is printed 
about automobile 

Plan, speeding, and 
many arrests are made and fine; 
imposed for this offense. It i 
claimed by motorists, however 
that the public has little concep- 
tion of real speeding. To give 
better notions of how an_ auto 
looks when it is going some, the 
Warner Instrument Company, 
Beloit, Wis., has constructed a 
giant speed indicator, which will 
be carried around on an auto in 
New York City to show the 
absurdity of the ten-mile-an-hour 
minimum speed now imposed by 
law. This advertisement indi- 
cator, says Automobile, is ten 
feet high, four feet in diameter, 
with figures twelve inches in 
height, mounted on an automobile 
chassis and driven from the trans- 
mission shaft. The accuracy of 
the instrument has been thor- 
oughly tested, and it is further 
vouched for by a couple of inde- 
pendent indicators driven from 
the front wheels of the automo- 
bile. Running through the streets 
of the city the speed of the ve- 
hicle is visible to all, the inten- 
tion of the Warner Company be- 
ing to show the public the rates 
of speed of various types of ve- 
hicles, and to draw attention to 
the inconsistencies of the present 
restrictions. The first public dis- 
play took place a few- days ago 
in New York City, and was wit- 
nessed by a number of newspaper 
representatives, automobile club 
officials, and the motoring public 
generally. The Warner Instru- 
ment Company intends to send 
the giant speed indicator through 
all the principal cities of the Uni- 
ted States and carry on an active 
campaign against the present ar- 
bitrary speed laws. By educating 


the public to a more just appre- 
ciation of speed, and as a protest 
against the application of a cast- 
iron law, it is hoped to pave the 
way to a more reasonable condi- 
tion of affairs in the matter 0: 
auto legalities. 
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In the United States there are 
two papers printed in Esperanto, 
tae “universal” language. These 
are the American Esperanto 
‘ournal and L’Amerika Esperan- 
tisto, published in Boston and 
Oklahoma City, respectively. 





S.. Rotanp Hatt, who for 
several years has been a writer of 
advertising matter for the Inter- 
national Correspondence Schools, 
has been appointed principal of 
the I. C. S. School of Advertis- 
ing. Will. R. Parker, the for- 
mer principal, resigned to go with 
the E. T. Burrowes Company, 
of Portland, Me. 

Tue Pacific Monthly has issued 
a new rate card to go into effect 
with the July issue. The page 
rate will be $130 with propor- 
tionate rates for halves, quarters 
and eighths, and the line rate 
will be fifty-eight cents. There 
will be discounts for three pages 
used within a year, and also for 
twelve pages used within a year. 
This magazine now claims to 
print in excess of 100,000 copies. 
It is represented in the East by 
Albert M. Thornton, St. James 
Building, New York. 





Tuat misfortunes, such as a 
burglarized store, could be turned 
into a profitable advertisement 
was recently shown by a New 
York merchant. The show win- 
dow of his men’s furnishing store 
on upper Third avenue was 
smashed by burglars a few nights 
ago, and a quantity of shirts, un- 
derwear, hosiery, and neckwear 
was stolen. Within an hour after 
opening his store on the follow- 
ing morning. the proprietor had 
placed on the smashed window 
the following large sign in black 
letters : 

BURGLARS DID THIS! 

Our Goods Are So Nobby And 
Tempting That They Could Not Resist 
Taking Them. 

All during that day thousands 
of people stopped at the store, 
and gazed curiously at the 
smashed -window and sign. A 
large number of them walked in, 
made a purchase, and wanted to 
know how it all happened. 


THe Anaconda, Mont., Stand- 
ard has been elected to member- 
ship in the American Newspaper 
Publishers’ Association, 








A paInty bookiet comes from 
the International Silver Company, 
Meriden, Conn., entitled ‘‘Cook- 
ing and Serving En Casserole.” 
Not alone is it a good-looking 
piece of literature, but it is upon 
a subject which is important in 
present-day cooking and serving. 











Tue Evening Sentinel, publish- 
ed by the Sentinel Publishing 
Company, of Winston-Salem, N. 
C., has just installed another 
Mergenthaler Linotype machine, 
and in addition to the news ser- 
vice of the Publishers’ Press has 
contracted for an additional ser- 
vice from the Hearst Special 
News Service. 








It is a discourag- 
Three Worthy ing task to make 


Catalogues. , piano cata- 
logue which is good enough to 
merit attention, but this is what 
Steger & Sons, of Chicago, have 
accomplished. In illustrations, 
typography, and, most important, 
in the clearness of description, 
and brevity of statement the cata- 
logue is commendable. 

A handsome cataiogue comes 
from the Macev Company, of 
Grand Rapids, illustrating a new 
line of colonial bookcases. It is 
printed on heavy plate paper, and 
furnishes a good example of what 
is best in the printing art. The 
work was done in Grand Rapids, 
by the Cargill Company. 

The Binner-Wells Company, of 
Chicago, has produced a cata- 
logue for the Kew..iee Water 
Supply Company which is worthy 
of comparison with any catalogue 
of the year which has come to the 
attention of Printers’ INK, The 
Binner-Wells Company writes 
“This Kewanee catalogue has 
salesmanship ability: it tells its 
own story in the best possible 
way. In compiling it we consid- 
ered the man who didn’t know 
but had the price, and the man 
with both the price and _ the 
“know.” 
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THE United Drug Company is- 
sues a house-organ called ‘Rexall 
Ad Vantages,” designed particu- 
larly to inject enthusiasm for 
Rexall Remedies among druggists 
and their clerks. 











Tue Horn-Baker Advertising 
Agency of Kansas City has is- 
sued a booklet entitled Profitable 
Advertising Service, designed to 
show that this is the sort of ser- 
vice that the agency renders. 








THE members of the Cleveland 
Advertising Club banqueted at 
the Hollenden Hotel on June 4th. 
Since the amalgamation of the 
Manufacturers’ Advertising Club 
with the Cleveland Ad Club the 
membership has increased to one 
hundred and twenty-five. 








THOMSON, publish- 
er of the New Orleans Item, 
called upon the Little School- 
master recently. He has been in 
charge of the Jtem for six 
months, and in this period has 
apparently won the confidence of 
the better class of the people of 
New Orleans, which, in a meas- 
ure, had previously been lacking. 
The /tem is an evening paper, and 
its daily edition has a larger cir- 
culation than any of its competi- 
tors. 


James M. 








The _Indianapo- 
Indianapolis lis Star was pub- 


“Star’’ Moves. jished in its new 
building for the first time on 
June 4. The actual moving of 
the plant was simplified because 
of the fact that in many respects 
the Star has started with a new 
outfit. The entire press-room 
equipment is new, as well as the 
office furniture, and a large por- 


tion of the machinery in the 
stereotyping and photo-engraving 
departments. The new double 


sextuple press has a capacity of 
printing 06,000 twelve-page pa- 
pers an hour, 

The Star was established four 
years ago this month, and in this 
period has built up a circulation 
which is claimed to be more than 
the combined circulation of all 
other Indianapolis newspapers. 
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Grorce F. Booru, publisher o/ 
the Worcester, Mass., Evening 
Gazette, has been elected presi- 
dent of the Worcester Board of 
Trade. 





Ir is stated that the Will A. 
Molton Distributing Agency, o/ 
Cleveland, is the only concern in 
the country devoted exclusively 
to circular distribution as a na- 
tional proposition. The agency 
has recently issued a booklet de- 
scriptive of the service. 








CaLkins & Howpen, of New 
York, have entered into a re- 
ciprocal arrangement with UH. 
Powell Rees, of London, whereby 
each agency will represent the 
other in its own country. A sim- 
ilar arrangement has been made 
with A. McKim & Company, of 
Montreal, so that hereafter 
Calkins & Holden will have both 
London and Montreal offices. At 
present two of the accounts 
handled by Calkins & Holden in 
the United States are handled by 
H. Powell Rees in England: The 
J. B. Williams Company, and the 
National Phonograph Company. 








Tue Woman's Home Compan- 
ion’s cover designs are attracting 
wide attention. The one here 
shown, by Alice Barton Stevens 





is one of the few chosen from 
several thousand submitted in the 
magazine’s recent cover contest, 
and is a worthy successor to the 
“Yawning Baby” on the April 
number. 
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TURKISH TROPHY copy is going 
out to dailies through the Ben B. 
Hampton Agency. 

ANGosTURA Bitters advertising 
is being placed with daily papers 
by the Homer W. Hedge Com- 
pany, 





Cory is being placed for Cour- 
ricr Des Etats-Unis, New York 
City, with the magazines by R. 
Guenther, 





MAGAZINE advertising of the 
Reliance Varnish Works, New 
York City, beginning in October 
will be placed by I. J. Rose. 





Tue Frank Presbrey Agency is 
placing advertising for the Do- 
minion-Atlantic Steamship Com- 
pany in New York City dailies, 


H. S. STERNBERG is making 
5,000 line contracts with New 
York City dailies for the Hutchi- 
son-Pierson Company, makers of 
the “Star” shirt. 


LAWRENCE ALTMEYER, formerly 
doing special work for the Dry 
Goods Economist and the Times, 
New York City, is now connected 


J. Water THompson is plac- 
ing advertising for ‘Cliquot 
Club” ginger ale in Maine, New 
Hampshire and Vermont week- 
lies, and is renewing contracts 
for Chichester Chemical Com- 
pany’s display advertising with 
daily papers. 





Tue Frank Seaman Agency is 
placing the usual copy for North- 
ern Steamship Company and 
“Ivanhoe” silk gloves, New York 
City, with daily papers, and also 
a portion of the Columbia Graph- 
ophone Company’s advertising 
with magazines. 





I. J. Rose is sending out copy 
for the Sterling Mills, New York 
City, manufacturers of carpets, 
rugs, etc., to mail-order publica- 
tions, and is using half-page space 
in standard magazines for A. L. 
Silberstein, New York City, 
Carbo-Magnetic razors, 


R. GuENTHER is placing copy 
for “Dr. Mason's,” Chatham, N. 
Y., in Sunday papers throughout 
the United States. 





F. K. MitcuHett places the ad- 
vertising of “Cresta Blanca” 
wines, Livermore, California, and 
“Bosca” Champagne,  Canelli, 
Italy. 








WALTER BAKER & COMPANY, 
Boston, have placed copy for 
their fall and winter advertising 
with a selected list of dailies, 
direct. 








Anpbrews & Coupe are placing 
advertising for the Fort Comfort 
Inn, Piermont-on-Hudson, New 
York, with dailies in New York 
and nearby cities. 

S. L. Witcox is placing the ad- 
vertising for National Home 
Remedies Company, Brooklyn, 
with daily papers, and Boericke 
& Tafel, New York City, olive 
oil, with dailies and trade publi- 
cations, 





ANprews & Coupe are placing 
copy for Milton S. Kishlet, New 
York City, real estate, with 
dailies; Manhattan Investment 
Company, New York City, with 
financial papers and magazines; 
Annabel & Hambly, Salem, Mass., 
metal polish, with magazines, and 
Dix Manufacturing Company, 
Lewistown, Pa., live stock pow- 
ders, with farm journals, 








STANLEY L. Witcox, formerly 
plan and copy man for J. Walter 
Thompson, has recently secured 
an interest in the business of 
Andrews & Coupe. He controls 
the following accounts: A. S. 
Hoyt, ‘“Jelletac’ paste; Pure 
Gluten Food Company; Califor- 
nia Perfume Company; Gretting 
& Company, perfumes; Standard 
Varnish Works, insulating var- 
nishes; Boericke & Tafel, olive 
oil, and The Sure Shot Company, 
corn cure, all of New York City; 
National Home Remedies Com- 
pany, Brooklyn, and the National 
Herb Company, Washington, D. 
G. . 
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ANDREW SIMONSON, publisher 
of the Wisconsin Agriculturist, 
Racine, died June 6th. 





W. F. HAMBLIN & CoMPANY 
are placing copy for Fredenburg 
& Lounsbury, New York City, 
brick makers, in New York and 
New Jersey dailies; McDonald & 
Wiggins Realty Company,, New 
York City, in magazines; Green 
Motor Car Company, Newark, in 
New York and New Jersey pa- 
pers; ‘College Brand” clothing in 
selected list of newspapers; Royal 
Baby Plate Company, New York 
City, in women’s magazines and 
Hawkes-Jackson Company, pat- 








ented tacks, New York City, in 
women's publications. 
’ A recent select 
Presbrey’s list of the clients 
Clients. of the Presbrey 
Agency, New York, is published 


in that agency's new house organ, 


Presbrey’s Little Book, and in- 
cludes: 
Standard Sanitary Mfg. Co. (Porce- 


lain Enameled Ware). The Wilcox & 
White Co. (The Angelus Piano Player). 
Natural Food Co. (Shredded Wheat 
Biscuit). Gorham Mfg. Co. (Silver- 
smiths). New England Watch Co. L. 
C. Smith & Bros. Typewriter Co. 
American Farm Products Co.. Ameri- 
can Soda Fountain Co. Standard 
Table Oil Cloth Co. (Sanitas Wall 
Coverings). Parfumerie Ed. Pinaud 
(Perfumery and Toilet Articles). 
Whiting Mfg. Co. (Silversmiths). R. 
Wallace & Sons Mfg. Co. (Silver- 
smiths). Hamburg-American Line. 
Tiffany Studios. Studebaker Bros. 
Mfg. Co. (Carriages and pega so 10 
Locomobile | Compan America. 
Mauser Mfg. Co. PSiveremiths). Amer- 
ican Writing Paper Co. American 
Lead Pencil Co. Henri Nestle (Nestle’s 
Milk Food). Suchard Chocolate. Title 
Guarantee & Trust Co. Bond & Mort- 
gage Co. National Bank of North 
America. Bowery Savings Bank of 
New York. Cleveland Motor Car Co. 
Seaboard Air Line. W. & J. Sloane 
(Rugs and Carpets). Higgins & Seiter 
(China and Glass). Brokaw Brothers 
Strouse, Adler & Co. (C-B. Corsets). 
Park & _ Tilford. Siegel-Cooper Co. 
(Mail-order Department). Smith & 
Wesson (Revolvers). The Hopkins & 
Allen Arms Co. Pinehurst. Marlin 
Firearms Co. J. M. Lyon & Co. (Dia- 
monds). Abbott Shoe. Lewis A. 
Crossett (Shoes). Monopole Cham- 
pagne. Pommery Champagne. Vacuum 
Cleaner Co. G. Heublein & Bro. 
(Giub Cocktails, etc.). Perrier 
eral Waters). Edward Smith 
(Varnishes). French & Ward (Tex- 
tiles). N. Erlanger Blumgart & Co. 
(Velutina). 


PRINTERS’ INK. 


Tue Ireland Agency. Philadel- 
phia, has: opened its New York 
office in the ‘Tribune Building, 
and same is in charge of J. W. 
Magers, formerly with the Ayer 
Agency. 








Bensziger's Magazine, New 
York, has recently added to its 
staff George Baldus, formerly cir- 
culation manager of Men and 
Women and. business manager of 


the American Grange Bulletin, 
both of Cincinnati. 
Pen le or * Name- 
ess- Club of Ad- 
Cincinnati. yertising Chiefs, 
representing many millions of 
dollars, and such corporations as 
The Globe-Wernicke Co., The 


Procter & Gamble Co., The An- 
drew Jergens Co., The Globe 
Soap Co., The United States Play- 
ing Card Co., The Blaine-Thomp- 
son Co., The Proctor & Collier 
Co., T. A. Snider Preserve Co., 
and Stearns & Foster Co., on 
June 13 had its final dinner at 
rieidelberg, a Kentucky suburb. 
The dinner was in the nature of 
Commencement exercises. Each 
“student” delivered an essay, and 
each was awarded a diploma with 
the degree of P. P., which meant 
Persouification of Publicity for 
Ren Mulford, jr.; Perpendicular 
Publicity for Stanley Resor, 
Pneumatic Publicity for Jefferson 
Livingston, and so on. 











A COVER. DESIGN BY HENRY J. PECK, 
A MEMBER OF THE HOWARD PYLE COL- 
ONY IN WILMINGTON, DELAWARE. 
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WHO’S WHO AND WHERE- 
FORE. 





GEORGE THOMPSON: ST. PAUL 


“DISPATCH.” 





When in the summer of 1885 a 
country editor from Illinois in- 
vaded St. Paul on his wedding 
journey, he had no idea of be- 
coming a moral lever in the town 
that carries the name of the great 
apostle. As a matter of fact he 
was even then at the ripe age 
when new enterprises are under- 
taken by men rather guardedly. 
He was already forty-five, and if 
he had thus waited to sing his 
epithalamium until the meridian 
of years, it may be guessed that 
the world of journalism had not 
opened wide its gates of possibil- 
ity to him. He had published a 
weekly paper in the Sucker State 
that had not been unsuccessful as 
country papers go, but in the 
“Who's Who in America” no re- 
ference is made to that. So we 
too will regard it as a forgotten 
incident and say that George 
Thompson began life in 1885 asa 
newspaper man in the city of St. 
Paul, when he was _ forty-five 
years old, 

Like several other successful 
men in the same line of business, 
he was ripened by hardship that 
just barely escaped being failure. 
A man who creates a newspaper 
has his task definitely cut out for 
him as to work, and he has many 
hard fences to climb and many a 
broad river to cross. One way 
or the other trouble is his daily 
portion, and George Thompson 
had his share, but he climbed the 
fences, swam the rivers, and now 
is the owner and_ controlling 
spirit of one of the best newspa- 
per properties in the Northwest, 
and one that in many respects 
offers rivalship to the best in the 
country—the St. Paul Dispatch. 

As our country grows older 
and crystalizes its business inter- 
ests such creations will cease to 
occur. Already there are. signifi- 
cant reasons for saying this, be- 
cause great newspaper properties 
can in a measure select their di- 
rectors, and the impetus they 
have attained is too overwhelm- 





ing to allow intruders in the field 
that they occupy so fully. If in- 
stances were arguments in sup- 
port of this opinion, there is the 
New York Herald, the Cincin- 
nati Enquirer, the Springfield Re- 
publican, the Philadelphia  Jn- 
quirer, the Boston Transcript, the 
Chicago Tribune, the San Fran- 
cisco Chronicle, and the Brook- 
lyn Eagle, in their second or third 
generation of ownership and giv- 
ing no sign of decay. 

Where cities spring up news- 
papers will also have birth. But 
where are new cities to spring up? 
The field is fairly occupied with 











GEORGE THOMPSON. 


possible cities, and equally well 
with tewspapers, and whereso- 
ever one hereafter makes good, it 
will be by reason of a successful 
fight with newspapers that are 
armed to defend their place. 

That was not altogether so in 
St. Paul when the Dispatch 
was started on its way to success. 
There were:two papers then, but 
they occupied the morning field. 
They were the Globe, a demo- 
cratic sheet, and the Pioneer 
Press, stalwart high-tariff repub- 
lican. But they filled the bill and 
did it well. 

The editor of the Globe was in 
many respects the best all-round 
journalist in the’ Northwest ex- 
cept for this reason—his was an 
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impracticable mind He _ had 
the beautiful vision of the future 
that made newspapers in the West 
until very recently. It will soon 
be useless for all who may fol- 
low him. He had the real estate 
man’s view without his ability to 
realize on what he saw. He was, 
moreover, really a fine writer, an 
indefatigable worker; and when 
H. P. Hall died recently journal- 
ists in the Northwest obtained a 
chance to put a monument over 
the grave of a man who did more 
than any other to demonstrate the 
value of their profession. But 
Hall didn’t win out. That was 
left for Thompson to do. 

The Pioneer Press, also, had an 
editor in the person of J. W. 
Wheelock who was an exception- 
al man. When he died, not many 
months ago, all St. Paul mourned 
its loss. Then the Pioneer Press 
was engaged in cutting ice for 
J. J. Hill—the railway King. It 
wasn’t a bad thing to do for Hill 
was no objectionable citizen, al- 
though as a monarch he is no 
little bit of a tyrant, and the pa- 
pers that bowed to him had to 
grovel in the dust. The Dispatch 
didn’t do that. It might have 
done it and still have prosperity, 
but its boast is that it did not; so 
it was a marked individuality 
from the first days of the George 
Thompson control. 

Mr. Thompson, as we _ have 
said, came to St. Paul on his wed- 
ding trip. He didn’t intend to 
stay. He would stop a few days 
at the Merchants or Metropolitan, 
have a look at Minnehaha Falls, 
a short trip to Lake Minnetonka, 
drive his bride around Fort Snell- 
ing and take the boat back to 
Dubuque or Rock Island, and re- 
sume his dull life as country 
editor. 

But the wedding journey gave 
a glamour to the country, and 
there were other reasons; and 
before Mr. Thompson left St. 
Paul he went into the Pioneer 
Press office and asked for a job 
in the business department. He 
there encountered Robert A. 
Craig, the manager of the adver- 
tising department. We can guess 
that Mr. Craig about this time 
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was not very much a manager. St. 
Paul was then a town of 20,000 
or 25,000. There wasn’t a great 
deal of advertising to manage. 
There were a few department 
stores, the weekly change of bill 
at the theater, the stated amount 
of publicity from the railroads and 
occasional steamboat and _ the 
amount of wants, lost and found 
and the metropolitan air to throw 
over them, which is among the 
first thing a- western city tries to 
do. But he-.reverts with fond 
reminiscence to the fact that he 
saw possibilities in the applicant. 
He talked with him, found him 
fecund of ideas and interesting, and 
finally said: “Now I haven’t any- 
thing to offer you, but there is 
the Evening Dispatch, across 
Third street. It is a big sheet 
and is old fashioned, but there 
are possibilities there. Suppose 
you look in on them.” So 
Thompson went over to the Dis- 
patch and was hired for $5 a 
week. His business was to cut 
out the advertisements from the 
morning papers and carry them 
out to their place of issue and 
ask “Can't we have that?” 

One who has sat in company 
with Mr. Thompson at the meet- 
ing of the Board of Directors of 
the Associated Press can imagine 
that he fulfilled such errands with 
curious dignity and ability. And 
he could also guess that he did 
not long follow them. In a few 
years he bought an interest, and 
in a few more years he bought 
the whole property, and in a few 
more, say about 1895, he had the 
paper moving in a bee line to suc- 
cess. rom that course it has 
never wavered. 

While he was willing to go to 
work for-$5 a week at first, Mr. 
Thompson was not by any means 
broke when he took the job. He 
had his property in the wilder- 
ness of Illinois, which was some- 
thing. His friends say he was 
able to bring $100,000 to St. Paul. 
But let us assume that is the flat- 
tery which cordial minds give to 
success, and call the figures an 
expression of generosity. His 
bank balances do not show it, but 
they do show a long period of 
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stress and worry. He was in 
debt more than $100,000 before 
ais paper began to pay. He had 
spent $200,000 before it was ab- 
solutely on its feet. 

The Greek philosopher who said 
that there was no more sublime 
spectacle than a strong man strug- 
gling against adversity hadn't 
seen in his day a man trying to 
build up a newspaper. He didn’t 
have the opportunity to observe 
Joseph Pulitzer trying to make 
the World, or Melville Stone es- 
tablishing the Chicago News, or 
Adolph Ochs in his struggle for 
existence with the Chattanooga 
Times, or Mr. Thompson with 
the Dispatch. We have a way of 
regarding the success and forget- 
ting the blood and sweat that 
were expended in the building up. 

Thompson’s idea of an evening 
newspaper was one that should 
not alone interest business men as 
such. He wanted the women, the 
real and final buyers in the mar- 
kets of life to take a hand. After 
a while he got- them. To empha- 
size their attention he turned the 
paper over to them for an issue 
and they edited it in all of its de- 
partments, paid its charges and 
collected its profit, and earned 
$10,000 for their charities. Swear 
by it? Why of course not, they 
wouldn't swear, but they did bet- 
ter, they regulated their purchases 
by it, and do to this day. 


Of course every newspaper that J 


amounts to anything in any city 
has one standard form of profit 
if it caresto embark in its pursuit. 
That is to reform its civic life. 
Sometimes it does it, more often 
it does not, but about all of them 
have a try at this obvious game. 
The Dispatch did break up the 
City Hall gang and earned the 
temporary gratitude of the citi- 
zens. 

Like most successful newspaper 
men of modern days Mr. Thomp- 
son is not a journalist He can 
think, he can devise, plan, direct, 
but he does not write. He re- 
formed that quality of individual 
weakness when he left Illinois. 
He ought to be a good writer for 
he is one of the best raconteurs 
in the world. Ue can tell an 


apropos story fitted for any situ- 
ation on a moment’s notice, in 
fewer words, with more wit and 
point, perhaps, than any living 
narrator. No one ever grew rich 
more gracefully, no one ever got 
wealth that he expended more 
wisely nor beneficently, and no 
one enjoys life more keenly than 
George Thompson. The bride 
that he brought to St. Paul 
shared in his hard work in the 
same spirit and splendid fellow- 
ship that she presides over his 
home, overlooking the Mississippi 
from Summit avenue, where they 
have established a collection of 
pictures that is a credit to the 
amateurs of the same State who 
bought Detaille’s ‘“Tel-el-Kebir,” 
Mrs. Thompson’s replica of the 
“Roll Call” and Rosa Bonheur’s 
study of “Sheep at Sunrise.” 
We have said that Mr. Thomp- 
son had no history until he came 
to St. Paul. That is a western 
euphemism. He is an English- 
man by birth, born in the cream 
land of the south coast, in Devon- 
shire, was entered at Oxford. 
Minnesota has much to say for 
itself when she calls the roll of 
her successful men. Like J. J. 
Hill, the late Senator Windom, 
Cushing Davis, the living one 
Knute Nelson, Ignatius Donnelly 
in literature; her great millers, 
the Washburns and the Pills- 
burys, and her eminent newspa- 
per men, H. P. Hall, who failed, 
. A. Wheelock and George 
Thompson who has won success. 
a 
A CLERGY MAN’S FOLLOW-UP 
SYSTEM. 


A woman who had just moved into 
an apartment in the neighborhood of a 
West Side church was awakened about 
7 o'clock by a violent ringing of her 
doorbell. 

“What on earth is the matter?” she 
asked of the young man standing in 
the hall. 

“Time to get ready for church,” he 
said, and started upstairs. 

But the woman called him back and 
demanded an explanation. 

“I’m _ hired by the curate to wake 
folks of mornings,’’ he said. ‘Almost 
everybody in these buildings around 
here goes to that church on the corner, 
but mag 4 get out of going to early 
service by saying that they can’t wake 
up in time. The curate thought if that 
was all that kept them away the diffi- 
culty could be overcome, so he hired 
me to get them up early.—N. Y, Sun. 
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WHERE THE SPECIAL 
AGENTS ARE NOW. 


The new Brunswick Building, 
New York, on the northwest cor- 
ner of Madison Square, is so 
largely devoted to advertising 
tenants that it is practically mon- 
opolized by such interests. This 
merging of the industry is evi- 
dently regarded as a good thing 
by competent business men, for 
some energetic gentlemen have 
got together and organized a na- 
tional bank to take care of the 
finance of that building and 
neighborhood. 

The Commercial Union has just 
made a list of the special agents 
in the new building, and finds 
that, out of 500 newspapers rep- 
resented in New York, nearly half 
now have homes there—187 pub- 
lications throughout the United 
States and Canada. _ Fifteen 
prominent special agencies look 
after these mediums. Following 
is a list of the special agents, and 
a key number, in order that read- 
ers can see at a glance in the list 
of papers hereafter enumerated, 
by whom the publication is repre- 
sented : 

Name. 
Berdan, A. E. 
Bright & Verree .......cceceeee 
Brooke, Wallace G. .........e++- 
BS ae, Oe) eee errr rae 
Crall, L. H., Company 
Hand, Knox & Cone Co. 
Morton, William J. a 
Northrup, Frank R. ...........-- 
Riera Be TOTMGRO oi onc ccc sce 
Smith & Thompson ............. 
Shannon, p 
Vreeland-Benjamin .............- 
Washburn, Harry 
Westfall, Edward A. ............ 
Williams & EMTRNE 650 ecscuwe 

a i 





Akron sis Times-Democrat (K) 
Albany (N. Y.) Journal (L) 
Albany (N. Y.) Times‘Union (B) 
Amsterdam (N. Y.) Recorder (H) 
Anaconda (Mont.) Standard. (G) 
Atlanta (Ga.) Georgian News (J) 
Baltimore (Md.) Sun (E) 
Bath (N. Y.) Advocate (H) 
Binghamton (N. Y.) Press (J) 
Binghamton (N. Y.) Republican (L) 
Birmingham (Ala.) News (F) 
Bloomington (Ill.) Pantagraph (K) 
Boonville (N. Y.) Herald (H) 
Boston (Mass.) The Columbian (M) 
Boston (Mass.) Fashion World (M) 
Boston (Mass.) Herald (C) 
Boston (Mass.) New Styles (M) 
Boston (Mass.) Popular Fashions (M) 
Boston (Mass.) Social Visitor (M) 
Boston (Mass.) Traveler (J) 
Boston (Mass.) Woman's Home Jczur- 
nal ‘(M) 


Brooklyn (N. Y.) Daily Eagle (1) 
Bridgeport (Conn.) Post (L) 

Buffalo (N. Y.) 
quirer (F) 
Buffalo (N. Y.) News (J) 

Buffalo (N. Y.) Times (B) 

Burlington (NX. J.) Enterprise (H) 
3utte (Mont.) Miner (H) 

Charlotte (N. C.) News (H) 

Chattanooga (Tenn.) News (J) 

Chattanooga (Tenn.) Weekly News (J 

Chester (Pa.) Times (H) 

Chicago (Ill.) Inter Ocean (E) 

Cincinnati (O.) Commercial Tribune (I) 

Cincinnati) (O.) Times-Star (A 

Cleveland (O.) News (E) 

Cohoes (N. \.) Republican (H) 

Colorado Springs (Colo.) Gazette (F) 

Columbia (N.»C.) State (J) 

Corning (N. Y.) Leader (H) 

Cortland (N. Y.) Standard (H) 
Davenport (Ia.) Democrat (K) 

Dayton (O.) Journal (B) 

Decatur (Ill.) Herald (K) 

Denver (Colo.) News (B) 

Denver (Colo.) Post (F) 

Denver (Colo.) Times (B) 

Des Moines (la.) Capital (I) 

Detroit (Mich.) Free Press (F) 

Detroit (.mich.) Journal (B) 

Duluth (Minn.) News-Tribune (J) 

Elizabeth (N. J.) Journal (H) 

Elmira (N. Y.) Telegram (J) 

Fort Worth (Tex.) Star (L) 

Fresno (Cal.) Democrat (O) 

Glens Falls (N. Y.) Times (H) 

Gloversville (N. Y.)%Herald (L) 

Gloversville (N. Y.) Leader (H) 

Grand Rapids (Mich.) Herald (B) 

Greatfalls. (Mont.) Triune (il) 

Hackensac«x (N. J.) Record (H) 

Hamilton (O.) Sun (K) 

Harrisburg (Pa.) Star-Independent (L) 

Harrisburg (Pa.) Telegraph (K) 

Hornell (N. Y.) ‘tribune (H) 

Hudson (N. Y.) Republican (H) 

Ithaca (N. Y.) News (H) 

Jackson (‘Mich.) Patriot (K) 

Johnstown (N. Y.) er tit (A) 

Johnstown (Pa.) Democrat (K 

Joplin (Mo.) News-Herald (R 

Kalamazoo (Mich.) Gazette (O) 

Kansas City (Mo.) Journal (F) 

Kewanee (Ill.) .Star-Courier (H) 

Kingston (N. Y.) Leader (H) 


Courier and En 


Knoxville (Tenn.) Journal and_ Trib- 


une (L) 
Knoxville (Tenn.) Sentinel (F) 
Lakewood (N. J.) Times-Journal (H) 
Lancaster (Pa.) Examiner (H) 
Lexington (N. C.)* Dispatch (H) 
Lexington (Ky.) Herald (L) 
Lincoln (Neb.) Journal and News (F) 
Little Falls (NX. Y.) Times (H) 
Little Rock (Ark.) Gazette (J) 
Lockport (N. Y.) Union-Sun (H) 
Los Angeles (Cal.) News (G) 
Los Angeles (Cal.) Times (O) 
Madison (\Vis.) — Journal (H) 
Martinsburg (WW. Va.) Journal (D) 
McKeesport (Pa.) Times (K) 
— (Tenn.) Commercial Appeal 
( 


J) 
Middletown (N. Y.) Times-Press (H) 
Milwaukee (Wis.) Sentinel (O) 
Minneapolis (Minn.) Journal (1) 
Mobile (Ala.) Register (F) 
Montgomery (Ala.) Journal (F) 
Montpelier (Vt.) Journal (H) 
Mt. Vernon (N. Y.) Argus (H) 
Nashville (Tenn.) Banner (L) 
Newark (N. J.) News (I) 
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Newark (N. J.) News (N) (N. Y. 
City Rep.) 

Newburgh (N. Y.) News (H) 

New Orleans (La.) Times-Democrat (F) 
New Orleans (La.) Item (J) 

Newport News (Va.) Times-Herald (J) 
New York (N. Y.) Globe (1) 
Niagara Falls (N. Y.) Gazette (H) 

‘orfolk (Va.) Landmark (F) 

orfolk (Va.) Ledger-Dispatch (J) 

irfolk (Va.) Virginian-Pilot (L) 
Norwich (N. Y.) Sun (H) 

Ovkland (Cal.) Herald (K) 

Ockland (Cal.) Tribune (O) 

Ogdensburg (N. Y.) Journal (H) 

Omaha (Neb.) World-Herald (B) 
Pittsburg (Pa.) Chronicle-Telegraph (F) 
Pittsburg (Pa.) Dispatch 

Pittsburg (Pa.) Gazette-Times (F) 
Pittsburg (Pa.) Leader (B) 

Pittsburg (Pa.) Post (J) 

Pittsburg (Pa.) Sun (J) 

Plainfield (N. J.) News (H) 
Plattsburg (N. Y.) News (H) 
Plattsburg (N. Y.) Press (H) 
Portland (Ore.) Journal (L) 
Poughkeepsie (N. Y.) Star (H) 
Pueblo (Colo.) Chieftain (F) 

Pueblo (Colo.) Star-Journal (J) 

Quincy (111) Whig (K) 

Raleigh (N. C.) News and Observer 
(H) 


LALA 


/ 

Reading (Pa.) Eagle (O) 
Richmond (Va.) Journal (J) 
Richmond (Va.) Leader (F) 
Rockford (Ill.) Register-Gazette (K) 
Rome (N. Y.) Sentinel (H) 
Sacramento (Cal.) Bee (F) 
Saginaw (Mich.) Evening News (QO) 
Salt Lake (Utah) Herald (F) 
Salt Lake (Utah) Telegram (O) 
San Diego (Cal.) Tribune (L) 
San Diego (Cal.) Union (L) 
Sandusky (O.) Star-Journal (L) 
Saratoga (N. Y.) Saratogian (H) 
Savannah (Ga.) Press (J) 
Schenectady (N. Y.) Gazette (H) 
Seattle (Wash.) Post-Intelligencer (G) 
Sioux City (Ia.) Farmer and Breeder 

O 


( 
Sioux Falls (Ia.) Tribune (O) 
Sioux Falls (S. D.) Argus-Leader (L) 
South Bend (Ind.) Tribune (K) 
Spokane (Wash.) Chronicle (G) 
Spokane (Wash.) Spokesman-Review 


¢ 
Springfield (Ill.) State Journal (O) 
Springfield (Ill.) State Register (K) 
Springfield (Mo.) Republican (H) 
Springfield (O.) Sun (D) 
st. John (N. B., Can.) Telegraph (H) 
St. Louis (Mo.) News-Press ah 
St. Louis (Mo.) Republic (C) 
St. Louis (Mo.) World (K) 
St. Paul (Minn.) Dispatch (F) 
Syracuse (N. Y.) Journal (J) 
Tacoma (Wash.) News (B) 
Toneka (Kan.) Herald (L) 
Toronto (Ont.) Globe (B) 

Toronto (Ont.) News (L) 
Trenton (N. J.) Times (J) 
Troy (N. Y.) Times (O) 
Utica (N. Y.) Observer (H) 
Utica (N. Y.) Saturday Globe (J) 
Warsaw (N. Y.) Times (H ; 
Washington (D. C.) National Tribune 


Washington (Pa.) Observer and Re- 
porter ( ; 

Waterloo (Ia.) Courier, (H) 

Watertown (N. Y.) Times (B) 


Wheeling (W. Va.) Intelligencer (D) 
Wheeling (W. Va.) News (D) 
Wheeling (W. Va.) Register (O) 
White Plains.(N. Y.) Record (H) 
Wichita (Kan.) Beacon (O) 
Wilkesbarre (Pa.) Record (L) 
Williamsport (Pa.) Grit (J) 
Wilmington (Del.) News (K) 
Winchester (Va.) Star (D) 

Winona (Minn.) Republican-Herald (K) 
York (Pa.) Dispatch (L) 


MAKING GOOD UNDER HANDI- 
CAP. 


Got a theory that a “juvenile” peri- 
odical will not pay you? Got any facts 
to back it up? We have a whole lot 
of facts and figures—the careful study 
and classification of fourteen years’ 
work—that prove the contrary in aston- 
ishingly varied lines of business. Some 
of them we would almost have admit- 
ted (in advance) ourselves, would not 
pay—but they did. We never yet have 
landed a nice big contract that did not 
call for more arguments, statistics and 
other data from us than would be de- 
manded from any little old ‘popular 
1o-cent magazine’ that makes a flash 
on the news-stands in the big cities— 
and burns up the return copies in the 
furnace room. We’re not grumbling, 
only asking for an open-minded hear- 
ing.—Star Monthly Solicitor, 





A MODERN Laocotn. 





CAUSE OF THE POSTAL DEFICIT. 

The assertion has been frequently 
made that second-class matter is re- 
sponsible for the postal deficit. Print- 
ERS’ INK ‘has occasionally ventured to 
suggest that the true explanation is 
not that periodicals pay the Govern- 
ment too little, but that the Govern- 
ment pays the railroads too much. It 
is interesting to note that the boys who 
actually handle the mail are of the 
same opinion. The cartoon printed 
above is reproduced from the May is- 
sue of The Railway Post Office, the 
official organ of the Railway Mail As- 
sociation. 
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WHAT’S ALL THIS? 
New York, June, 10, 1907. 
Editor of Printers’ INK 

The June number of the Billposter 
contains an article strongly favoring 
billposting in preference to the bulletin 
sign proposition. The article referred 
to is ludicrously weak in its present- 
ment, and sO acrimonious in its tone 
that it is well calculated to do more 
harm to the cause of outdoor display 
than anything that could possibly ap- 
pear in that journal, supposedly pub- 
lished in the interest of poster adver- 
tising. 

Instead of emphasizing as convincing- 
ly as possible the various reasons why, 
upon a short run contract, the bill- 
posting proposition is better than paint, 
the writer of the article referred to 
goes off at a tangent, threatens all kinds 
of dire calamities for the little _ bill- 
poster that exploits painted signs in- 
stead of billposting, and like the advo- 
cate with a weak case proceeds to sling 
mud at the other side, in this instance 
the Gunning system—one of the largest 
aint concerns that exclusively exploits 

ulletins and painted wall advertising 
in various western cities, 

It appears that the Gunning people 
published in the Signs of the Times an 
estimate of cost of comparative meth- 
ods and for advertising on a basis of 


one year’s contracts, in which a one 
inch ad in fifty-nine of the leading 
English papers, published in fourteen 


large western cities, costing $28,802, and 
8,775 street-car cards in that number 
of cars in the same cities, costing 
$42,120, were made to appear very small 
cheese in comparison to the publicity 
assured the advertiser using 226 of 
Gunning’s bulletins in that same terri- 
tory at a yearly‘cost of $27,120. 
Newspapers and car cards are of no 
interest to the Billposter, and what 
aroused its wrath: was that in this same 
estimate of cost Gunning set forth the 
statement that to gain an equivalent 
amount of publicity to that claimed for 
his 226 bulletins, centrally situated in 
the leading thoroughfares of the four- 
teen selected cities, it would be neces- 
sary to post 23,600 sheets of posters 
at.a cost of $39,562; and it was this 
particular comparative statement that 
created the concussion in the office of 
the Billposter. ” 
According to the _ Billposter Gun- 
ning’s figures are as false as his media 
are crooked. How does the advocate 
for the billposting fraternity present 
his case for the consideration of those 
advertisers having hundreds of thou- 
sands of dollars to expend in advertis- 
ing, and who look for authentic data 
and information upon which to base 
and allot their appropriations? The 
Billposter, without any acknowledg- 
ment of its source, extracts the esti- 
mate of cost of comparative methods, 
as embodied in the comprehensive 
article of Frank R. E. Woodward, of 
the Gunning. system, and publishes it 
in the Billposter _under the caption 
“The Gunning System’s False _ Esti- 
mate of Advertising Mediums,” a cap- 
tion which, if not libelous, is certainly 
defamatory to the character of the 
Gunning System. If Gunning has the 


nerve to publish in a trade joursal 
estimates, subject tc criticism, which 
are not only misleading but deliber:te- 
ly false, then Heaven only knows low 
much more heinous may be his esti- 
mates for submission to advertisers di- 
rect, and when he has no reason to 
fear the expert dissection of the /ill- 
poster. 

In its opening attack on Gunni: g's 
estimate, the Billposter alleges “‘tiat 
comparative schedules gotten up in the 
interests of paint invariably distort the 
cost of ‘billposting, either from intent 
or lack of knowledge on the part of 
the compilers,’’ and to support that al- 
legation this presumed practical writer 
on billposting, after scoffing at the 
theoretical statistician, roceeds to 
select Gunning’s figures of 5,000 shcets 
for the posting of Chicago, and then 
emphatically states, “As a matter of 
fact no one ever heard of 5,000 single 
sheets (the first item mentioned in 
Gunning’s estimate) being posted in a 
single city for a month’s display by a 
national advertiser,” 

What Gunning may have to say, in 
retort, the writer knows naught, but in 
justice to Gunning, it should be men- 
tioned that the greenest of. national ad- 
vertisers cam mentally or by a dozen 
strokes of the pen learn that 5,000 
sheets are only equivalent to 208— 
6x4 stands of twenty-four sheets each, 
and that the official big list published 
each month in the Billposter gives such 
cities as Philadelphia or Brooklyn 300 
6x4 stands, viz.: 7,200 sheets, as nec- 


essary for an average display in either 
of those two cities. Gunning, _there- 
fore, was very modest in _ allotting 


only 5,000 sheets as necessary to secure 


an average display in  wide-awake 
Chicago, with a population exceeding 
that of either of the two somnolent 
cities. 

Gunning’s estimate, debiting only 
1,000 sheets, for the posting of such 
cities as Kansas City or St. Paul, in 
order to secure the same volume of 
publicity as he claims, his scheduled 
number of bulletins in those same 


cities would give at a lower cost than 
billposting, may or may not be inac- 
curate, but certainly they are not given 
with intent to mislead and so induce 
the advertiser to favor Paint instead 
of Posters, If Gunning’s figures err 
at all in respect to that vital question 
of cost, they undoubtedly err in favor 
of billposting as against his own media, 
for according to its own official data 
the Billposter lists Kansas City for 
2,400 sheets, and St. Paul for 3,600 
sheets, as necessary to secure an aver- 
age display, consequently these two 
cities alone call for an expenditure of 
140 per cent and 360 per cent more 
than what Gunning’s estimate specifies 
fo: the billposting of those two cities 
For an outdoor display in all of the 
14 cities scheduled, Gunning gives his 
one fixed price for a showing on 226 
selected bulletins, to cover the entire 
population of those cities (those of the 
inhabitants confined indoors or away 
from such cities are more than counter- 
balanced by the transients from_ sur- 


rounding small towns or distant cities) 
and Gunning apparently really favors th: 
billposter by not only not hi 
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the full complement of paper that the 
scheduled cities call for to secure an 
average display, but he also favors 
the ouulposting proposition, by figuring 
on the official rates as given in the 
Biliposter for each of the cities men- 


tioned. 
Gunning surely must know that no 
one ever secures a proper showing 


upon the big billposting plants at the 
ratcs set forth in the billposter. That’s 
becoming an old joke. The small town 


billposter, in fear of the big stick, 
may stand for restrictions to adhere 
to official fixed rates and _ discounts, 


until his town is usurped by one of 
the leading members of his trade, but 
a la Rudyard Kipling, that’s another 
story from the man that has some ex- 
act knowledge of the inside curves ap- 
pertaining to ‘‘the largest,” “the great- 
est,” “the biggest,” and “the finest”’ 
billposting plants of the country. 

It is a very simple matter for the 
Billposter to jot down the official rate 
of sixteen cents per sheet per month 


to billpost Chicago, New York, or cer- - 


tain other big cities, and then multi- 
ply that rate by thenumber of sheets 
to post in either city, and so get at 
figures to support an allegation that 
the actual cost of posting a_ variety 
of locations, in such a city, is less than 
for one painted sign for the same per- 
iod. A location worthy of paint is 
always more or less good; a location 
worthy of billposting varies from good 
to the horrible example acknowledged by 
the Billposter; and all locations, either 
for paint or posters, vary in quality 
and price according to situation an 
other conditions, too numerous to men- 
tion, so why beat about the bush in 
order to support the case. 

The Billposter, when it publishes what 
it calls the ‘correct comparative cost 
of posting and painting,” is not only de- 
liberately misleading the advertiser but 
doing more injury to its trade interests 


than tongue can tell. Suppose an ad- 
vertiser, relying | upon that “correct 
comparative” estimate, selected Cleve- 


land (one of the cities scheduled), and 
ignoring Gunning as a most undesir- 
able citizen, decided to have that emi- 
nent and reliable firm, The Bryan 
Co., of Cleveland, for the sum of 
$672.39 (the Billposter’s figures based 
on Cleveland’s regular rates and_ cost 
of printing), to give a year’s billpost- 
ing of 7x4 stands on 14 different bill- 
posting fences in Cleveland, .would the 
editor of the Billposter have us_ be- 
lieve that this posting would be as 
conspicuous, or at all equivalent in 
value, to the service that the 
firm of Bryan & Co. would have given 
if the advertiser had asked them to 
select and paint fourteen of their many 
excellently located bulletins, at a year- 
ly expenditure of $1,680, the amount 
debited by the Billposter as the cost 
ot paint, because that is the amount 
asked by Gunning for his service on 
fourteen bulletins in Cleveland. 

It certainly is not true, as stated 
by the Billposter, that members of that 
fraternitv can give a showing either in 
big or little cities for much less than 
half the paint man’s price. At present, 
and for some years, I have sold both 
piint and poster displays where loca- 


tions carrying either are about equal in 
quality. It is about six to one on one, 
and half a dozen to one on the other, 
both in respect to cost of maintenance 
as well as of selling price—the only 
difference lays in the fact that the 
paint man pays more for an artist to 
go up against the bulletin once or twice 
a year with a paint brush than the 
billposter pays a billsticker to go up 
against a billboard seventeen to fifty- 
two times a year with a paste-brush. 
If the editor of the Billposter has 
any real ambition to get out correct 
comparative estimates of cost of post- 
ing and painting, it would be an easy 
matter for him to proceed to the O. J. 
Gude Co., where anyone would be 
pleased to sell him a bulletin on prob- 
ably the best location in New York, 
viz., Broadway and 34th st., for $100 
per month, Then let Mr. Editor, rely- 


ing upon that precious sixteen cent 
rate, ask the local billposter to post 
twenty-three 7x4 stands on _ twenty- 


three locations, to cost $103 per month 
the published rate signifies the pos- 
sibility of the deal, but if made, Mr. 
Editor would sooner or later waken up 
to the fact that his twenty-three stands 
were more or less subject to the atten- 
tion or cogitation of Bronx Billygoats, 
or were posted upon uptown _ side 
streets where the. grass grows between 
the cobblestones, or upon Avenues A, 
B and C, and not, perhaps, a single 
stand on Broadway. 

The billposter’s solicitor might, how- 
ever, persuade even the -editor of the 
Billposter to discard the idea of putting 
out twenty-three 7x4 stands upon weak- 
kneed locations, and only post one 7x4 
on the only billboard between Broad- 
way and 34th street, and his office in 
the St. James Building. All right, that 
one stand goes un on the roof opposite 
the Gilsey House, on the wrong side 
of Broadway, near 2gth street, but it 
costs $100 per month just the same as 
the bulletin at Broadway and _ 34th, 
and in addition the advertiser has to 
pay for and supply the paper to be 
posted. 

Now where is the difference on this 
practical demonstration? It is true that 
the Billposter might repeat its sarcasm 
about a bulletin even at such an ex- 
cellent location as Broadway and 34th 
street, bring a stuck-in-one-spot- 
same-old-story, but there are others who 
might refer to the poster at Broadway 
anu 29th street as being a stung-in-one- 
spot-sans-any-glory to the advertiser. 

FRANCIS AUBREY. 

117 Waverly Place. 


> 


AMERICA’S MAGAZINES LEAD. 

Not even the most patriotic of Eng- 
lish critics could deny that in the mat- 
ter of lighter magazines America makes 
a far better showing than her mother 
country. This fact is proved by the 
large circulation of American monthlies 
in England as compared with the much 
smaller circulation of English month- 
lies in America. Almost any ordinary 
English reader could name off-hand half 
a dozen American fiction monthlies. 
What American could do the same for 
English magazines?—London letter, in 
Saturday Review of New York Times. 
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THE WOMAN AFTER BARGAINS. 

“T have found out,” said the gray- 

headed man, Be it takes a woman so 
e 


long to do a little shopping. It is be- 
cause she stops to count her money so 
often. I went shopping with a woman 
the other day. She pays cash for every- 
thing, consequently she took money 
along. She counted it just before she 
left home. She had $24.65. The first 
thing she bought was a piece of silk. 
As soon as she had paid for that she 
counted her money again, with a host 
of other shoppers and employees, of 
course, standing around watching the 
proceeding. After that she made several 
other purchases, and upon settling for 
each one she counted her money.”— 
New York Sun. 





“A SEASONABLE window is attracting 
considerable attention locally,’’ writes 
E. Dangerfield to the Chemist and 
Druggist. “It is a ‘sulphur’ window 
throughout. The shelves, etc., are cov- 
ered with sulphur-yellow demy, and a 
double row of yellow-wrapped sulphur 
skin-lotion dummies forms a handsome 
foreground. Then comes a row of sul- 
phur soap. In glass bowls are flowers 
and milk of sulphur, roll sulphur, and 
black sulphur. I had thought of con- 
structing an efigy of ‘muckle Auld 
Hornie’ himself, to be seated on the 
apex of a practicable volcano; but sud- 
denly remembered that the ‘new theol- 
ogy’ had done away with the conception 
- - anthropomorphic, material arch- 
end. 


Te circular matter sent ou: 
during recent months by the Hom: 
Pattern Company, of 615 Wes: 
Forty-third street, New York, ha; 
been of a high order. Argument: 
have been given an unusual word 
ing, and printing and paper havc 
had a character apart from th: 
ordinary follow-up literature. And 
assuredly the campaign has had 
the merit of persistence, 


i The circular matter referred to 
in the above extract from ‘‘Print- 
ers’ Ink’ for May 29, 1907, was 
designed, written and printed by 
The McFarland Publicity Service. 
Through the courtesy of The 
Home Pattern Company, we will 
be able to send complete sets of 
samples to a few publishers who 
may be sufficiently interested to 
write for them. 


THE McFarLanD PuBLicity SERVICE 


HARRISBURG, PENNSYLYANIA 


J, Horace McFarland, President 
Jefferson Thomas, Vice-President and Manager 





From the Jamestown Exposition, 





I was very glad to get your sample book, and will make up another 
order when I go back to the Royal Palm at Miami, Fla. It is like 
pulling teeth to get printers to send money with the order. I tried to 
get Fred Sterry to send you an order when I was at Palm Beach, but 


couldn’t make it. 


E. T. MORRIS, 


Inside Inn Station, Jamestown Exposition, 


My friends seem to remember me wherever they go and 


are always soliciting business for me. 


The first order is 


always hardest to land, but when the purchaser sees how 
much he gets for such a little outlay, he is more than 


pleased, and all the coaxing 


in the world will not induce 


him to change afterward. All I ask isa trial, and when 
the goods are not found up to the highest standard of 
quality, the money is refunded, also the transportation 


charges. 


Send for my sample book and price list. 





ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, 


New York. 











ee ct On On tet Fn tet tet Oe td oe bd Gn Oe Oe en A 








ou: 
ome 
Ves; 

has 
ents 
ord 
lave 

the 
And 
had 


ed to 
Print- 
', Was 
sd by 
rvice, 
The 
> will 
ts of 
who 


‘d to 


RVICE 


anager 


———— 


and 
{ris 
1ow 
han 
uce 
hen 
| of 


ion 


PRINTERS’ INK. 37 








THE 


SELECT COUNTY WEEKLIES 


Of New York 


Is an Association composed of Weekly Papers 
in the State of New York, which have 2,oco 
circulation or more, or have the largest weekly 
circulation in the County where published. 
The list is composed of the Strong Papers of 
Large and Known Circulation. They are 
papers of modern methods which General 
Advertisers have found to be profitable. 


“Tt pays to be omens discriminating in choosing media 
among country weeklies.’’—Printers’ Jnk. 





OFFICERS: 

President: Georck E. MArce.uus, the Le Roy Gazette. 
Vice-President : A. B. WALLAcg, Rockville Center Observer. 
Secretary: L. C. Surton, the Massena Observer. 
Treasurer: Wii O. GREENE, the Fairport Mail. 


Following isa list of the papers belonging to THE SELEcT CounTY 
WEEKLIES OF NEW YoRK, the circulation given being guaranteed 
by the publishers : 


Town Where 
Name of Paper. Published. County. Cire’n. 


Republica pasans 














Observer... 
Times... 

Record... 
Observer. 





Democra 

—_ Islande . ae ‘ 
Milo voncgresgesescos Washington ............. 

- Westchester............-. 













Reporter.. 
Republican . 
Enterprise. 


Farmer. 
Chronicl 


Republican Register. ccccccccccMOFOVIR .0.0-scceses 
— - sieendesbetsoWeanaae Cooperstown 
-Norwich............ 
patnns noted Oneida.. 
.. Newark. 
... Fredonia... 





7 
Advertisers will correspond directly with publishers for rates. 
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{SUMMER DULNESS 


PRINTERS’ INK is of the opinion that every 
advertiser does not spend all of. July and August 
in the mountains or at the sea-shore or in Europe, 
preparatory to the Autumn campaign. The Little 
Schoolmaster believes that a few of them intend to 
devote part of the Summer season, at least, to laying 
plans which will put some vim, instil some life into 
this Autumn campaign, once it begins. 








Only a few of us can afford to stay away from 
work a// Summer. 


This belief of PRINTERS’ INK in the willingness 
and need of advertisers to make plans and select 
mediums in the Summer-time is so strong, that the 
publishers have decided to take this very occasion 
to reach out after new subscribers among advertising 
men who do not get the paper at present. A list of 
16,000 names of advertisers has been secured from 
the Chicago Daily News, and will be used for the pur- 
pose. These are live advertisers, and ought to be 
subscribers for PRINTERS’ INK. The campaign will 
extend over eight weeks, beginning with the issue of 
July 17, the forms of which close July 10. During 
these eight weeks 2,000 additional copies will be 
mailed each week. A letter will also be sent to 
each person on the list, in order to secure a sub- 
scription from him. 








PRINTERS INK _ is going 
to combat the 
“Summer Dulness Evil.’’ 
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AutumnBusiness 








A manufacturer of slate roofs recently sold a large 
order to a leading University as a result of advertising 
which appeared last November. 


Periodicals which circulate among the retailers of 
the wearing-apparel trades are now running advertise- 
ments of next Winter’s fashions, and maybe the fashions 
of next Spring as well. 


There is a printing-press manufacturer in New 
York who used space in a trade paper for a whole year 
because he wanted to gain the attention of a single 
publisher who would not give him a personal inter- 
view. And at the end of the year he landed his man. 


Why should you, Mr. Publisher, take a vacation 
all Summer long and then expect in the Autumn to 
gather in all the business? Advertising takes time to 
sink in; and during the next ten weeks important 
decisions will be reached by advertisers regarding 
mediums. 


Summer is a dull season, in the sense that new 
contracts are not placed in large number; it is not dull 
for the advertiser, and it should zof be dull for the 
publisher who is looking forward to September and 
October. 


The eight issues of Printers’ INK mentioned on 
the previous page furnish an excellent opportunity to 
talk to 16,000 advertisers in addition to regular readers 
of the paper. 


No advance in rates. Classified advertising, 20 
cents a.line per insertion. Display, $3 an inch, $10 a 
quarter page, $20 a half page, $40 a page. For the 
eight insertions, multiply these prices by eight. 








PRINTERS’ INK, 


10 Spruce St., New York. 
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BY GEORGE ETHRIDGE, 
READERS OF FRINTERS: 
BCRITICISM OF COMMERCIAL ART 


What cannot be seen or read 
cannot be expected to excite a 
very lively interest in the mind of 
the casual reader. Merritt & 
Company, in thejr advertisement 
marked No. 1, have reproduced 
their name plate and the product 
of their manufacture in a jumble 
of misty oblivion. Close scrutiny 


develops the fact that behind the 
lettering there are two articles. 
These might be upright pianos, 








“Expanded Metal or Sheet Steel 
Construction” 


Certain concerns in quest 
of system installed a series 
of Merritt Lockers, after 
they had fully satisfied them- 
selves by comparison and 
investigation that Merritt 
Lockers out-classed all other 
makes in point of superiority. 


Send for Book “Unit Steel. Lockers.” 
MERRITT & CO. 
1000 Ridge Ave, - Philadelphia, Pa. | 











NO.1, 


they might be packages of gum, 
in fact they could be almost any- 
thing the imagination could sug- 
gest. It seems beyond compre- 
hension that such a miserable ar- 
rangement could pass the critical 
eye of those who have built up a 
successful business. The lockers 
should never have been squeezed 
into their hopeless position behind 
the lettering, and the lettering 
should have been more _ simply 
executed. 

In design No. 2 the locker is 
displayed to advantage, the name 





INK WILL RECEIVE. 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM: 





41 UNION SQUARE.N.Y. 


FREE OF CHARGE! J 
MATTER SENT TO MR. ETHRIDGE, 






plate is readable, and the intro- 
duction of a figure gives a touch 
































NO. 2 





of human interest to the adver- 
tisement. 
* * * 

There is a very logical reason 
why white lettering on black is 
not so easy to read as the oppo- 
site, and yet a surprising number 
of advertisers fail to appreciate 





= Ped et . 


~t ENTERPRISING DISPENSERS — 
a USE ICE atthe 
Y au FOUNTAIN 
SHAVE BEST SHAVER MADE is the 
— STAR SHAVER = 
R STORE SH LD BE COOLED 
UR CUSTOMERS MADE COMFORTABLE BYA 
“AN. WE MAKE THEM FOR 
ELECTRIC, BELT.*WATER POWER 
EILING °* COUNTER 4) > 
WRITE THE MANUFACTURERS hi 








this when they place their O. K. 
upon matter exploiting their 
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products. They ought to realize 
that the hurried glance of the 
every-day magazine reader is 
much too rapid, and further that 
he is unwilling to injure his eye- 
sight and waste his time in en- 
deavoring to decipher illegible 
copy. The reproduced advertise- 
ment of D. L. Bates Bros. Com- 
pany is a glaring example of this 
thought. A clear illustration of 
the two articles displayed, with 
sufficient white space left for 
black type on a white ground, 
would be far more sensible and 
satisfactory. 
* * * 

A more unfortunate example of 
preferred position than the Car- 
son Bread advertisement, which 
is printed in such close juxtapo- 
sition to the Campbell Undertak- 
ing advertisement, could hardly 


Use 





Carson’s 
Bread 


T. J. Campbell 


Undertaker and 
Funeral Director 


Office 4th St. Phone 123 


pete ne 














be cited or conceived. For grue- 
some proximity it certainly is 
entitled to the medal, no refer- 
ence whatever being intended to 
Gold Medal Flour. This adver- 
tisement only emphasizes the need 
of individual designing as well as 
placing. If an advertisement is 
complete in its own right, with an 
appropriate border to hold it to- 
gether, it can be put anywhere 
and unpleasant complications will 
not follow. 
* * * 


If a designer is not thoughtful 
—not practical, he does not know 
where to stop. “Just a little bit 
more” is a favorite maxim. In 
the National Motor advertise- 
ment there is a half-tone illustra- 
tion of the motor car. So far, so 
good—but—inasntuch as we as- 


sume that the National Motor 
Vehicle Company does not em- 
brace side lines of cracked glass 
or memorial windows, the pres- 
ence of a background that sug- 
gests these two complications ap- 
pears to be uncalled for. It 





Motor Cars 


Model lH, gcyl.,g0.P. Model L, 6cyl., 75 H.P. 
Have Earned their Present Popue 
larity by Consistent and Satis- 
factory Performance in 
the hands of National 
owners 
Let us mail you a catalogue and our booklet 
“What owners say about their 
vores on 
ye A n= & Schalz Co., N. ¥.; Linscott Motor Co., 


Auto Co.. Phiadeyphis, Pay Ral I Tem. 
en cago, Ill; National detpnies ar o., Son Fram 
tiona! . + Li iberty 


et So 
‘Auto Co, Indianapolis, A 
harman Auto Co. 5) 
Storaze Co., Baltimore, 3 bu 
Ww. “Mtg, Silt 0. 
NATIONAL MOTOR VEHICLE CO. 
1015 E. 224 St., lodianapolis, Ind. 


Members American Motor Car 
ifrs. Assn., N.Y. 








destroys the strength of the half. 
tone, it befuddles the eye and 
makes the reader unhappy. 

— -+o 


A QUALITY AD. 

“Hello, hello!’”” shouted an uptown 
grocer. He held the receiver to his ear 
for a moment while he frowned impa- 
tiently. Then a smile transformed his 
features. 

“Oh!” he said, ‘‘Andrew Carnegie’s 
house? All right, I’ll hold the line.” 

brief pause. Eight or ten women 
who were waiting fidgeted. 

“Yes, Mrs, Carnegie!” shouted the 
grocer into the nhone. “This morning’s 
order? Yes, and the goods have been 
sent; they should be at your place now 
—How is Mr. Carnegie feeling to-day? 
Good! I’m glad to hear it. Yes; thank 
you. All right, good-bye.” 

One of the customers who had been 
waiting for the proprietor to wait upon 
her while he was busy with ‘Mrs. 
Carnegie” said sarcestically to a woman 
who stood by her side: 

“That makes me tired. Every time 
that man gets a store full of customers, 
as he frequently does at this time of 
the day, he always has a call from 
some wealthy person in the neighbor- 
hood, 

“No, of course they don’t trade here 
—that’s what I’m getting at. They are 
fake calls.’"—New York Sun, 
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Ir’s a poor advertisement that tells 


how badly the advertiser needs the 
money.—Burba’s Barbs. 
endor 


PRINTERS’ INK. 


was TED—Clerks and others with common 

school educations only, who wish to qual- 
ify for ready positions at a week and over, Lo 
write for free copy of my new prospectus and 
from leading concerns every- 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (2)) lines) 
Sor each msertion, $10.40 a line per year. Five 
per cent discount may be deducted if nayment 
accompanies copy and order for insertion 

and ten per cent on yearly contract paid 
tcholly & in advance. Ifa specified position is 
d foran advert and granted, 

double price will be charged. 


WANTS. 


LLUSTRATED FARM SERVICE for dailies. 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


pomnes as a ag hopvertions agency by 
man—w learn tne business. 
JOHN CLEMENTS, “6 Clark 8t., Knoxville, Tenn. 


‘THE circulation of the New York World, 

morning edition, exceeds that of any other 
moruing newspaper in America by more than 
100,000 copies per day. 





‘oles phan salary. 
387 Adelphi St., Brooklyn, B. Ze 


F YOU CAN fill a high grade business or 

technical position, we ve Opportunities 

ou ought to consider. Write for booklet. 
Hapcoovs. 1S, 305 Broudway, N. Y. 


AS WANTED to sell our Stylographic and 
Fountain Pens. Write for Connicnte and 
Agents’ discount J. ULLRICH & CO., Mf 
Dept. 16, 27 Thames St., New York. N. Y 


E XPERIENCED Advertising Solicitor now with 

trade paper desires ake chanve Aug. 1. 
Would const er position a7 eon — 
on commission basis. “SOLICITOR,” ¢ ota 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable itions now open can 
give viet A gegen? Eo 4 x tH) ——— a 
van Oo 
FERNALD’S *SEWSPAPER MEN’S EXCHANGE, 
Springfield, Mass. 


A DV eaTeane MANAGER, handling publicity 
large cagimoering corporation; pe 

ful in feats wit an 

vertising wn Baty seeks wider scope for falant 

and K. 9 Ad-writer, am En; tueer. 

Add: ‘AREB,” 


care Printers’ I 
66 4 DVERTISERS’ MAGAZINE”—THE WEST- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best “Schoo 
of roy 3 existence. Trial subscr' eon 
ten Sample copy free. THE WESTERN 
MONTHLY, 815 nacelle) Ave., Kansas City, ‘Mo. 


E\V YORK ADVERTISING CORPORATION 
wants young man of ability as copy writer 
and estimate man. Must have some experience 
and invest $200 in stock offcompany. Salary $15 
weekly until ability is proven. Excellent oppor- 
tunity for a bright chap of limited experience. 
Address with full _— “ADMAN,” P. O. 
Box 146, Brooklyn, N. Y. 


rs., 








A* advertising agency agency that is young and 
small, desires the services of a competent 
manager, c ipable of taking complete charge of 
otha detail; one able to make the business grow, 
nd this a position in which he can a 

witb it. Address with full particulars regar 
Ly pn nae A and if possible, sam 


DENG, ” care Printers’ Ink. 
Y YOUNG MEN AND wou 


be of oof work 





where. One vraduate fills $8,000 place, another 
$5, and.any number earn $1,500, The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mana anconds supply 

GEORGE H. POWELL Advertising and aoe 
ness Expert. 471 Metropolitan Annex, New York. 


——__+o>—_—_—__ 
COIN MAILER, 


$2,% 1,000. For 6 coins $3. Any printing 
° ACME COIN CARRIERGO., Burlington, la. 
dk 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 25% com. 
4\ 3 samples, 10c, J.C. KENYON. Uwego,N. Y. 
——— +2 


HALF-TONES. 


Nee Aree by ALF- mend 

be.; 3x: 5, 

cag ered when cash accompanies the order. 
Sena for sample 

KNOXVILLE ENGRAVING tAVING CO., Knoxville, Tenn. 


ALF-TONES for “the job p job —— newspaper or 

catalogue. Our new tion is rigbt in 

the heart of the city, two blocks from* ae 
Square subway station. STANDARD ENGRA 

ING CO,, Sevevth Ave. at Fortieth St., New Tork. 


ALF-TONE or line productions. 10 square 
inches or smaller. detivered prepaid. 7ic.; 

6 or more. 4c. each, Caso with order. Aili 
newswaper screens. Service day and nigbt. 
——- for circulars. Keferences furnisbea, 
paper process-engraver. ¥, 0. Box 816, 
Philade iphia, Fa. 





COIN CARDS. 


$3 PER 1,000. Less for more; any printing, 
THE COIN WRAPPER Cv.. Detroit, Mich, 
— +o 


PAPER. 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City. 
Coated papersa specialty. Diamond B Perfect. 
Write for high-grade catalogues, 





FOR S SALE. 
OR SALE — Two-letter linotypes. recently 
rebuilt, full, uaranteed, Immediate deliv. 


ery. Adaregs * ITE,” care Printers’ Ink. 
A HOKE two-roller drum press, bed 27 by 34, in.; 
“ $350. 
135 W. 14th St., 


first-class con !ition; price. 
STYLES & CASH, 
New York City. 
hh SALE-—8-page Scott perfecting press, with 
ecessary curved se machine: y. 
Will print 4 or 8 pages; 6, 7 
good condition. Piiidrers JOURNAL AND TRI 
UNE, Knoxville, Tenn. 


—— 
BUSINESS CHANCES. 


ore and positions, U.S. or somata. 
. KNIES', Omaha, Neb., U.S.A 
poscsaaiaats «ibaa staliog 


PRINTERS. 


Wer print ab catalogues. rues, booklets. circulars. adv. 
ds. Write for prices. —_ 
BLAIR Pra. Cu,, 514 Main St.. Cinci <e) 
—— te 


ADWRITING. 


O BETTER BUSINESS GETTERS than letters 
when they fairly pulsate with a direct per- 
I’ve been a my student and 

sitet letters since 1890. Let 
eARBORO, 6878 Halsey 





Dy 


sonal ap 
writer of business, 
me write yours. 





of ability who seek 
aud av’ managers should use the ciassified cole 
umns of PRINTERS’ INK, the business journal! for 
adve-tisers, published weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six worasto tne line. (’RINT- 
RRs’ INK ts the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States, 


8c., Brooklyn, N. :; 


PATENTS. 
puasPATENTS that PROTE 


Our 8 books for a oy mailed ng Arb ¢ 
of 6 cts. stamps. KR. 8. & A. B. LACE 





Washington. bb. CO. Eatab. 1869. 








ee 
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ADVERTISING AGENCIES, 


D. 4 A. GacRMaN ‘AGENCY,: 1° Madison Ave., 
Medical Journal A By exclusively, 


H W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, st. Louis, Mo. 


mpHe Styer Publicity Service Advertising pre- 
pared, illustrated and placed. Geneva, N.Y. 
He IRELAND ADVERTISING AGENCY, 
ae ‘Tribune omg New York, 
t Street, 


LBER? * RANK & CU., 25 5 mag Street. N.Y, 








ADVERTISING MEDIA, 


R* ‘ACH 1,200 homes in Troy and Central Miami 

County, Ohio, by using the RECORD. Only 

daily. Delivered directly to 800 homes in city 

alone. Read by women. Rate. 2-7c. line, net. 
eo oA ~ssecaintiit 


BOOKS. 


Forty Years an Advertising Agent 


BY GEORGE P. KOWELL. 
The first authentic history and es daustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 





Generai Advertising Agen 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in evel in every part of the world. 


FOR LESS THAN $5,000.00 


We can sell 7. 10,000 lines in leading papers 
of Canada’s 1 principal cities. We are special- 
ists in Canadian advertising, and if you want 
best results here consult us. 
The Desbarats Advertising Agency, Ltd. 
Suite 50, 42 Victoria,Square, Montreal, Canada. 
—___+or—__——_- 


PRINTERS’ SUPPLIES. 


Gordon Press Motors 


Just perfected friction drive, variable speed, 
alternating and direct current Motors for Gor- 
don and Universal Presses. Variations 100 = 3 1000 
impressions per hour. Write for booklet 


GUARANTEE ELECTRIC 00. 
Chicago, III. 
ar 


SUPPLIES. 


D. WILSON PRINTING INK Co., Limited, 

e of 17Spruce 8t., New York, sell more mag- 

jaa od cut inks than any other ink house in the 
Special prices to cash ash buyers. 


FFICE PASTE pre prepared as needed. Try 
Bernard’s Paste Powder; cleaner, better 
and cheaper than mucilage; mix it as nee 
with cold water; 216 pr enough for 12 
menths in average office; mai tod postpaid tos to any 
address for 60 cents. BEKNARD Rector 
Building, Chicago, Ill. 








BILLPOSTING AND DISTRIBUTING. 


66 SQUARE FEET of billboard space, includ- 
ing cost of poster, at five cents per day is 
certainly a proposition tiat should interest any 
Advertiser; 3,000 towns have available space. and 
the Associated Billposters and Distributors 

rantee the service. Office, 609 Rector Build 
ing, Chicago, Ill 


PREMIUMS. 


uly HOUSANDS of suggestive premiums suitable 
— publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
kindred wr page list price illustrated 
catalogue. (@@) Greatest, book of its aa. 

ae annually, 35th isshe now ready ; fre 
. F. MYERS CO., 47w. and 49 Maiden Lane. N. Y. 





DISTRIBUTION. 
Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States and Canada like the 
dew. aa Men will Distribute your pate hy 
Matter an; — and to any class of ple FO. 
ONE-FOU HE Gos!” of MAI ING. We 
will sed oy eo business for you, or, if you 

refer to mabe Bea contracts direct with our 

iscributors See ua YOU OUR_DIS- 

TRIBU TORS? DIRECTO E E GUAR- 

ANTEE AN HONEST DISTRIBUTION, and will 

meg oor for matter not so Distributed or destroyed. 

E US NOW. See if we can’t do some- 

our <a ether. References: Publishers’ Cur 
mercial Union and Bradstreet. 

NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, ill. 


vVhe r of the edition (published Jast 
year) is now offered for sale. About 600 pages. 
5x8, set in jong pr peeeer. with many half-tone 
ortraits Clot d gola. Price $2, prepaid. 
HE PRINTERS’ INK PUBLISHING CO., 10 
Spruce St., New York. 
PRINTING. 
pours delivery of highest quality printed 
business forms and advertising matter, is 
our specialty. Let us estimate on your next 
order. If your job is a very technical one or re- 
quires exactness in all respects we can suit you. 
'HE BOULTON PRESS. Drawer 9,-Cuba, N. 
Or 


PUBLISHERS. 





Newspaper Publishers 


DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO, 
38 to 52 S. 4th Street, 
Philadelphia, Pa. 


Only one paper in each town will 
be considered. 





++ 
CARD INDEX SUPPLIES, 


NEY? prices on Stock Cards and Special Forms 
from manufacturers. Cards fur: vished for 
all makes of ti Special Ss 
Printing Trade. 
STANDARD INDEX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 
er 


ADDRESSES FOR SALE. 


ARRIED ladies’ eee. and others, 
4 received LLISBUTTON Cu select; first time sold. 
500 for $1. ELLIS-BUTION Cu., Kalamazoo, Mich. 
RUIT RAISING “FARMERS—A list of 4,009 
names fresh and up-to-date. Home addresses 
absolutely correct. $15 gets it. ©. 4. REYNOLDS 
ADV. COMPANY, cor Market and Santa Clara 
Sts., San Jose, Cai. 


MAILING MACHINES. 
at DICK MATCHLESS M. Mage. li TNS 
ickest. Price $14.50. VALENTI 
Mfr., 78 Vermont St. Buffalo, * . 


<_e 
PUBLISHING BUSINESS OPPORTUNI.- 








M*®? noo L Trade Monthly; 
; fair circulation; 

hagpensnieliee advertising. 
O vner wiil sell half interest 
To practical man w 
Good advertising ge ties. 
Fine chance for ae 

am HARRIS, 


Booker ta Publistin Pro 
253 Broadway, New Yor perty, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, und any other suggestions for bettering this department. 








New York. 
Editor Ready Made Department: 
Dear S1r—Will you kindly criticise 
the attached letter and oblige? 
A READER OF PRINTERS’ INK. 





My impression is that a great 
many words have been used to 
little purpose. Even if previous 
letters contained more detailed 
information, this is a very unsat- 
isfactory letter. It is full of gen- 
eralities, some of which come 
dangerously near to the meaning- 
less platitudes which its writer 
evidently wished to avoid. It 
strikes me that more should have 
been said about the convenience of 
a credit account—that the appeal 
would have been much stronger if 
written with the assumption that 
the reader is a regular patron of 
a custom tailor who extends 
credit but adds a_ substantial 


amount to the cash price because 


of it. It doesn't matter if the 
reader of the letter never had a 
suit made to measure, and has no 
idea of doing so; the assumption 
that he is a custom tailor’s man 
is a subtle and perfectly harmless 
form of flattery that will go far 
towards bringing him in. And, 
it seems to me that either the 
letter or the folder should have 
mentioned some good thing that 
had just ripened, in the way of a 
suit or light overcoat, by which 
Brill goods and methods might be 
measured. Something depends 
upon the contents of the preced- 
ing letters; but, whatever they 
were, this letter, reprinted below, 
is not well calculated to clinch 
their effect, if they had any: 





Britt Brotuers, Clothiers, 
New York, May 20, 1907. 
Mr. Blank, New York: 

Dear Str—We have addressed you 
on two occasions recently in connection 
with the establishment of our credit 
department, not an installation depart- 
ment but a regular legitimate credit 
service for the convenience of our pat- 
rons entitled to such accommodation. 

We hope you are not opinionated to 
such an extent as to make our appeal 
to you one of meaningless platitudes. 





We are pre-eminently an American 
business concern seeking out the auto- 
matic act of habit—do better, and have 
striven not to equal, but to surpass. 

It cannot help but be patent to you 
that success in business means the ad- 
vancement of a firm’s productions, 
which with proper surroundings, such 
as we are able to offer you to-day, in 
our up-to-date shops, properly manned 
by experienced and _ courteous _ sales- 
people, must readily convince you of 
our high commercial standing. 

The enclosed folder represents but a 
few of the excellent values among our 
furnishing requisites. _Won’t you come 
and be convinced. The courtesy will 
be appreciated. 

Yours very truly, 
BritL BrRotHers, 
Credit Department, 279 Broadway. 





An Attractive Life Insurance Offer. 
From the Erie (Pa.) Dispatch. 


What Is Your 
Life Worth ? 


You expect to live twenty 
years; you expect to have 
$.0.000 in the bank when 
you ‘ie. 

We will guarantee that 
amount to your family at a 
cost of about 3% per cent, 
and . ay it if you should die- 
the first week. 

For particulars inquire of 


W. J. ROBINSON, 


Berst Block, 
11 West Eighth Street, 


Erie, Pa. 











Comprehensive. From the Richmond 
(Va.) Evening Journal. 


If You Don’t 
Need 


what we advertise, perhaps 
you do need what we don’t. 

If we catalogued all the 
things we have, our an- 
nouncements would look like 
a time-table, 

Whatever man _ or _ boy 
wears, from the skin out, the 
head down and the feet up. 
we have in wide and varied 
range. 
If it’s smart and art, it’s 
here. 

Spring Suits, $12 to $25. 

ave a look. 





JACOBS & LEVY, 
Richmond, Va. 
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J. Artuur Paquet, 
Dyer & Dresser. 
Quesec, P. Q., Canada. 
Editor Ready Made Department: 
Dear SIr— 

You will find enclosed a series of ten 
small ads, which we are running in a 
selected list of papers, from Halifax to 
Vancouver, for the benefit of the deal- 
ers who buy their hats from us. 

‘the dealer’s name appears at the 
bottom of each ad, in his local paper. 

We will be greatly obliged if you 
will kindly criticise these ads in the 
columns of PriInTERS’ INK. 

The writer is a subscriber to Print- 
ERS’ INK, through the retail branch of 
this firm. Yours very truly, 

K. S. Fenwick, 


Advertising Manager. 





I like these ads very well, be- 
cause they are written in an easy, 
conversational way, are short, and 
are reasonable in® their claims. 
There is just one exception—a 
very positive one—and that says, 
“*Carter’ quality has mever yet 
been attained in any other brand 
at less than $4.50,” and this about 
a hat that sells at “from $2.50 
up.” I don't think that anybody 
with brains enough to make $2.50 
will believe that it will buy, in a 


“Carter,” or any other ‘brand, a 


hat that cannot be equaled in 
another make for less than $4.50. 
Even if it were true you could 
not make buyers believe it with- 
out telling them “why,” and I 
don’t believe you could even then. 
This must have been a bit of 
carelessness, for I fail to detect 
any similar tendency in other ads 
of the series, some which are here 
reprinted without the eye-attract- 
ing illustrations which show quite 
human looking faces under quite 
natural looking hats: 





THE WILKINSON. 

The “Wilkinson” Fedora has the 
happy knack of conforming at once to 
any shape of head—it is becoming to 
almost every type of face too. If you 
have never worn a “Wilkinson,” just 
try this on and see what the glass has 
to say about it. 

Prices $2 up. 





THE WILKINSON. 

Here is one of this season’s new 
shapes in the famous ‘‘Wilkinson” Hat. 
There is nothing else in soft felt to 
compare with this for summer wear. 

Light—cool—dressy—serviceable—what 
more could you want in a Hat? 

Prices $2 up. 
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THE CARTER. 

And this is one of the new spring 
shapes in the “Carter’—the new Eng- 
lish hat you have heard so much about. 
No fear of the trimmings wearing shiny 
or the felt turning rusty in this hat. 
The quality is all there—the style is 
apparent. 

Prices $2.50 up. 


A Headline That Sizes Up the Situation 
in a Single Sentence. Prices, Too. 
From the Wheeling (W. Va.) Tele- 
graph. 


= 
It’s Either Flies 


or Screens— 
Now’s the Time 
to Decide! 


If you’ve spent the greater 
part of the night trying to 
frighten away an _ operatic 
mosquito and had your morn- 
ing nap disturbed by an in- 
quisitive fly—well, if you 
screen your house now, ’twill 
prevent a_ repetition this 
summer. By attending our 
Opening Sale the cost will be 
small. 

Walnut Stained Screen 
Doors, 69c. up; Varnished 
Pine Screen Doors, 98c. up; 
Fancy Yellow Pine Screen 
Doors, $1.25 up; Three-Panel 
Screen Doors, $1.39 up; Best 
Yellow Pine Doors, $1.69 up; 
Adjustable Screen Windows, 
23c. to 4oc., according to 
size. Bring your measure- 
ments, 


GEO. M. SNOOK CO., 
Wheeling, W. Va. 











Sounds Like a Lot for a Little. 
the Pittsburg Gazette-Times. 


A Dress For 
A Dollar. 


This concerns the woman 
who is planning for a $1.50, 
$2.50 or $3 Wash Suit. 

How shall we put it mild- 
ly? To-day we’ll send the 
newest Summer Suits in 
jumper and shirtwaist effects. 
some in plain finish and 
some trimmed with braid and 
embroidery. They’re made 
of excellent washable lawns, 
percales and English satteens 
—plain white or white with 
polka dots, stripes and fig- 
ures, or the newest checks 
and plaids. All sizes from 
32 to 44. Your choice, $1. 


KAUFMANN’S, 
Pittsburg, Pa. 
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PHILADELPHIA, Pa. 

Editor Ready Made -Department: 
Dear Str—Here’s one that’s good to 

keep. I don’t think that it needs any 
comment, though I heard a man remark 
that he wouldn’t object to one of the 
suits if he were dead but would have 
no use for one before. Yours, 

J. P. M’Gonicat, 





A proper appreciation of the 
. fitness of things is not given to 
all who write acs, otherwise we 
should lave less of fool adver- 
tising and better results. Doubt- 
less, many readers of the “Bulle- 
tin,’ reprinted below, which was 
a small but conspicuous part of a 
large and fairly good ad, will 
think it funny, but there are many 
others whose sensitive natures 
will rebel at such levity. The 
principal purpose of advertising 
is to attract—not merely to at- 
tract attention (which is easy 
enough), but to attract favorable 
attention (which is quite another 
thing). The “Bulletin” referred 
to will surely repel the greater 
number of readers and destroy 
any good effect which the balance 
of the ad might have. A footnote 
in the original ad states that “The 
bulletins in my windows are 
changed hourly.” Let us hope 
they are changed for the better 
if any of them are like this one 
from the ad: 

MY BULLETIN. 

A man was buried this week in one 
of my $10 black Suits. 

The undertaker said he was the best 
looking corpse he’d ever seen. 








A Good Hat Ad from the Grand Rap- 
ids (Mich.) Evening Press. 


i 
Brown’s the Thing 
In Headwear. 


The new brown derbies 
have been approved by smart 
dressers and are already the 
craze in the East. We have 
the Stetson models in flat or 
curled brims, all proportions 
of crown and all shades of 
brown. Light as feathers 
and: made of excellent mate- 
rials, the Stetsons are $3.50. 

Also Brown Fedoras and 
Soft Crushables. 

American Hats, $2; Col- 
ston Hats, $2.50; Hurley 
Hats, $3. 


THE STAR CLOTHING 
COMPANY, 


Grand Rapids, Mich. 

















PRINTERS’ INK. 


An Interesting Proposition. 





We will furnish your en- 
tire wiriter’s supply of 


Coal On Credit 


at lowest cash price. No ex. 
tra charge for credit. Ordi- 
nary coal companies charge 
25 cents a ton extra if coal 
is charged and won’t charge 
it unless you are considered 
wealthy. .We will gladly put 
in your entire winter’s sup- 
ply now, ‘guaranteeing full 
weight and best quality coal, 
and you pay us only one dol- 
lar a week. We charge no 
interest and add nothing to 


bed-rock cash price. Our 
booklet gives details. It’s 
free. 


CASH STORES CO., 
Providence—z9o0 Westminster 
Street. Pawtucket—228 
Main Street. 

Hours, 8.30 A. M. to 6.30 
P. M. daily; also Monday, 
Thursday and Saturday until) 
9 P M. 











A Good Investment Ad, Except That 
the Headline Doesn’t Seem To Fit 
Quite Right, 





If Seeking 
Investment. 


It is to the interest of a 
bank to protect the com- 
munity from losses through 
mining ‘‘stock’’  swindles, 
bucket-shop schemes and get- 
rich-quick perils, and we 
are glad to offer our advice 
and assistance in selecting 
sterling investments. 

We buy and sell high 
grade securities and can al- 
ways offer attractive  in- 
vestments to our customers. 
At the present time we are 
the owners of $180,000 
Knoxville City bonds among 
other lots, and _ will be 
pleased to quote prices upon 
application. Executors. of 
estates and others having 
trust funds in their care can 
at all times secure safe and 
paying investments in bonds 


dnd mortgages from us, 
and we: would be pleased to 
take the matter up with 
them either in person or by 
correspondence. 

wetoeiien BANKING 

Knoxville, Tenn. 
W. H. Gass, President, 


J. W. Hope, Vice-Prest., 
W. W. Willis, Cashier. 
State, County and City De- 
pository. 




















PRINTERS’ INK. 


Somebody sends me the ad re- 
printed below, from the Bee, 
Danville, Va., and asks “What do 
you think of this?” I don’t see 
anything the matter with it, ex- 
cept that where it says “Has the 
largest,” it should say “Has a 
larger,” or “Has larger.” It does 
sound a bit boastful, but that is 
all right if the statements made 
are true. If they are not true— 
well, that is a matter that will 
take care of itself. It might be 
a good idea to follow this ad with 
a series, taking up each statement 
in turn and giving some facts and 
figures to substantiate it: 





Established 1872. 


THE FIRST NATIONAL BANK OF 
DANVILLE, 
Danville, Virginia. 
United States Depositary. 

Has the largest combined capital and 
surplus of any two banks in Danville 
combined. 

Has the largest deposits of any three 
banks in Danville combined. 

Has the largest total resources of any 
four banks in Danville combined. 

Has the largest surplus of all other 
banks in Danville combined. 

Has the largest dollar and cent se- 
curity to depositors of all other banks 
in Danville combined. 

These are facts for your considera- 
tion when deciding where to deposit 
your money. 

Small accounts, as well as large ac- 
counts, are welcomed. 





How Many Booksellers Ever Think of 
Advertising Books on Gardening in 
This Timely and Effective ay? 
From the Pittsburg Dispatch. 





Gardening Time. 


Who isn’t interested in a 
garden in some shape or 
form? 

There are some helpful 
books on the shelves this 
week. 

Books that every garden 
lover ought to have. 

We can mention only a 


few: 

Three Acres and Liberty, 
Bolton Hall; Four Seasons 
in the Garden, Eben E. Rex. 
ford; How to Make a Vege- 
table Garden, Fullerton; How 
to Make a Fruit Garden, 
Fletcher; Farm Management, 
F. W. Cord. 

And a dozen others—come 
in and look them over. 


J. R. WELDIN & CO., 
429-431 Wood St,. 
Pittsburg, Pa. 











For Outing Suits. 
ville (Ky.) Evening Post. 








Artistic in Dress 
—Outing. 


Comfort in tailoring is just 
as essential as fit or style. 

The problem of hot weath- 
er attire is solved in the Out. 
ing Suit. Composed of Coat 
and Pants only, it is tailored 
from lightest of fabrics, 
skeleton lining with patch 
pockets. The perfect gar- 
ment for recreation, loung- 
ing or even for business on 
hottest days. 

Goes with a straw hat, tan 
shoes, cool shirt, belt, low 
collar and easy tie. 

Light, breezy and free. 
You are always well dressed 
in our Outing Suits. We put 
lots of style in ’em—and they 
are shape-retaining. 

Outing Suits, $18 to $40. 


McKOWN & CO. 
(Incorporated. ) 
Tailors, 223 Fourth Avenue, 
Louisville, Ky. 


From the Louis- 





Lawn Mower Talk. 





“Get in the Push 
— Time is Called.” 


Lawns are ready—and we 
have . the Lawn Mowers, 
they run so easy that it is 
a pleasure to push _ them, 
even the children like the 
job. A great variety to 
select from as low as $3.00; 
as high as $9.50; 14 to 18 
inch—“Investigate.”’ 

THE HAYNES & CHAL- 
MERS COMPANY, 
Exchange Street, 
Bangor, Me. 





m a Large Ad in the Pittsburg 
Gazette Times. 











When a 
Man Says— 


“Show me a Suit in 
American woolens you'll 
guarantee to keep its colors 
and hold its shape—some- 
thing ’way up in style and 
genteel in pattern—a Suit 
that shows I know how to 
be economical without any 
sacrifice of good taste—such 
a Suit as I’ve seen in the 
show windows of other good 
clothing stores marked 
$12.50.” We take him to 
a group of ten tables and 
fit him out satisfactorily 
for. $10. 


KAUFMANN’S, 
Pittsburg, Pa. 











PRINTERS’ INK. 





THE. ADVERTISER, 
OR THE AGENT, 


Who is going to prepare lists and esti- 
mates for the Fall campaign will find 
Rowell’s American Newspaper Di- 
rectory for 1907 a mighty handy, 
practical and economical assistant. 
{ Nearly 23,000 newspapers, magazines 
and periodicals revised to date. 4 If 
you estimate with Rowell’s Directory, 
you estimate on the safe side. @ Send 
in your order NOW. 4 Every adver- 
tising agent—every advertiser who 
spends as much as five hundred dollars 
a year in general advertising—every 
maker of material and supplies used 
in a publisher’s office—and every firm 
who has occasional use for a partial or 
a complete list of newspapers, class 
papers and magazines published in the 
United States or Canada—ought -to 
buy a copy of this Directory. 


Cloth and gold; 1,560 pages, $10 net 
cash, sent prepaid. 





The Printers’ Ink Publishing 
Company, 
10 Spruce Stz, New York City. 


























